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Manufacturers of overalls have 
announced plans for an advertising 
campaign to cost $300,000, which it 

hoped will be enough to assure 
complete coverage. 


7 7 ¥ 
Wendell Willkie, the utilities 
magnate, is winning many friends 
among the common people in his 
presidential campaign, and it didn’t 
hurt a bit to have him pronounce 
it “extra-ordinary.” 
e ¢ ¢ 
E. M. McKinney has located the 
ad of a hardware merchant in 
Salem, O., who offers “long handled 
shovels, W.P.A. approved,” for 75 
cents. That seems a_ reasonable 
price for perfect equipment for rest 
and meditation. 


. F 


Now you can buy railroad trans- 
portation on the installment plan. 
It will be in great demand among 
racing fans who are accustomed to 
bet their all on the odds-on favorite. 


, 3 3 


You might have suspected that 
when Heinz announced the develop- 
ment of a new pickle package, it 
would be sponsored by Peter Piper. 
You’re wrong, though; it was Plio- 
film. 

,  * 

The advertising of movie pro- 
ducers, checked in advance by the 
industry advertising advisory coun- 
cil, has won the blessing of the FTC. 
That’s what you might call a very 
moving picture indeed. 


* Vv F 


“Choose a pipe as you do a wife,” | 
the | 
makers of Continental briars, whose | 


is the intriguing advice of 
thorns are evidently believed to be 
no more numerous than those of the 
fairest rose. 

. 9 < 


Putting out portable radios and 
scoreboards for the benefit of 
Brooklyn fans might be a _ good 
advertising stunt for Gem razors if 
you could believe that Brooklyn 
rooters ever think about anything 
except the Dodgers. 

v v v 


On the other hand, a Yankee fol- 


lower at the moment, confronted 
with current information from the 
baseball wars, might be perfectly 


willing to turn his attention in an- 
ther direction. 


*,  F 


Harold Hecht complains _ that 
department store copy has a 
dorf atmosphere one day and a 
phouse appeal the next, but of 
e there may be customers in 
places. 
7 ¢ 


no surprise to learn from 
m Central Life that married 
1 have a three-to-one chance for 

success compared with 
Few sales managers can 
the whip like the little wo- 
it home. 


as 


lors 


- = @ 


d coffee cools you off, the 
ust poster of Pan American will 
ind then will ruin the effect 
presenting a lissome bathing 
ity who probably won't 

v,vrY 
might solve some problems in 
hington if the Philippine de- 
nds for early independence be- 
me louder and more insistent at 

IS point. 

Copy Cus. 


Grade Labels Fail 
fo Mirror Female 
Taste in Pineapple 


Marketers Put Academ- 
ic Theory to Test and 
Confusion Results 


By A. P. MILLS 


New York, May 14.—Grade label- 
ing may supply the answer to the 
consumer quest for quality stand- 
ards, but it proved a fizzle as an 
index to taste preferences of a small 
group of representative housewives 
queried in a miniature survey here 
last weekend. 

As a feature of the spring meet- 


sociation, a group of 20 New York 
housewives—all members of the 
United Parents Association with two 
or more children and none with a 
full-time maid—were invited to 
luncheon to serve as “guinea pigs.” 
Asked to eat two slices of canned 
pineapple for dessert and to express 
their preference, 16 out of the 19 
women voting picked the Grade B 
product over its Grade A com- 
petitor. 

The women were not advised in 
advance which dish contained 
which grade. They were also asked 
how much more they would be 
willing to pay for the preferred 
variety. Answers ranged up to five 
cents per can. Actually, the Grade 
B pineapple is less expensive than 
| Grade A. 


Test Causes Much Discussion 

The 
lighted a session at which various 
leaders discussed different phases 
of consumer education. Speakers 
included James M. Wood, president 


eron, Ohio State University pro- 
fessor now on leave to do research 
for the Committee on Consumer 
Relations in Advertising; Philip 
Salisbury, executive editor of Sales 
| Management, and H. W. Brightman, 
vice-president, L. Bamberger & 
Co. The remarks of Dexter Mas- 
ters, publication director of Con- 
sumers’ Union of the United States, 
who also spoke, are reported else- 
where in this issue. 

The pineapple test, and the slight 
pall it threw over the cause 
grade labeling, became the subject 
of a heated discussion subsequently 
at the Business-Consumer Relations 
Conference held here this week. 

Victor H. Pelz of General Foods 
| Sales Company, who was chairman 
of the AMA meeting and who was 
instrumental in devising the test, 
was present at the latter conference. 
| When the subject for floor discus- 
sion turned to grade labeling, 
outlined results of the 
test. 


pineapple 


Confusion Rampant 


The four clubwomen who 
the platform at the 


(Continued on Page 30) 
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on moment 
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ing of the American Marketing As- | 


| 


“survey in miniature” high- | 


of Stephens College; Kenneth Dam- | 


Consumer Problem Monopolizes 
Attention at Admen’s Meetings 


Special Editions, 
Irregular Media 
Condemned by ANA 


Advertisers Study Var- 
iety of Problems at 
Spring Session 


(Pictures on Page 35) 

Rye, N. Y., May 15.—Special edi- 
tions of newspapers this week drew 
the unqualified condemnation of 
the Association of National Adver- 


tisers, which took the occasion of its | 
semi-annual meeting at the West- 


chester Country Club to appeal to 
publishers for “cooperation in help- 
ing conserve appropriations for 
legitimate and resultful campaigns 
which will prove of greater benefit 
in the long run alike to manufac- 
turers and publishers.” 

The statement of policy stood out 
as one of the highlights of a three- 
day convention at which about 200 
advertising executives examined, 
behind closed doors, the whole in- 
stitution of national advertising, 
from preparation of the budget to 
relations with consumers, and from 
the viewpoint of corporate manage- 


ment to the intricacies of major 
media. 
In referring to special editions 


the ANA expressed the opinion that 
they “are of little value to adver- 
tisers and cut into appropriations 
intended for real selling effort.” 


|The association continued: 


of | 


he | 


Disrupts Regular Schedules 


“To take space in such editions | 


means that the advertiser must 
disrupt his regular newspaper 
schedule and curtail the amount of 
money he might spend in legitimate 
newspaper advertising. Sound ad- 
vertising practice recognizes that a 
single insertion of a complimentary 
advertisement cannot benefit either 
the advertiser or, in the long run, 
the newspaper. 

“The ANA further deplores the 
practice of some newspapers in at- 
tempting to bring pressure on na- 


tional advertisers through local 
wholesale or retail outlets to take 
space in special editions in order 


to retain the goodwill of the outlet 
Such practice, unethical at best, can 
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Front page of the New York Times which 
captured the Ayer cup for typographic 
excellence for 1940. 


breed nothing but ill-will for the |‘ 
newspaper. 
“National advertisers feel that} 


newspapers are a valuable channel | 
of communication with their mar- 
ket. They want to use newspaper 
advertising to the maximum degree 
commensurate with their marketing 
requirements and the limitations of 
their budgets. At the same time it 
must be realized that ‘handouts’ for 
special editions greatly increase 
management’s resistance to adver- 
tising budget recommendations and 
constitute an unwarranted drain 
upon the resources of the manufac- 
turer without adequate return. The 
aggregate effect of the special edi- 
tion evil is to cause an unjustifiable 
charge against the cost of distribu- 
tion.” | 


Hit Irregular Publications 


The ANA statement also hit “ir- 
regular publications,” such as pub- 
lications and programs issued by 
trade associations, professional so- 
cieties and political parties. ANA 
members went on record as “firmly 
opposed” to advertising in such 
organs. 

A plea for correlation of adver- 
tising, sales and distribution was 
sounded before the convention by 
T. H. Young, director of advertis- 
ing, United States Rubber Com- 
pany. “Advertising should not be 
a court-plaster on the face of busi- 
ness,” was the way Mr. Young sum- 

(Continued on Page 30) 


Last Minute News Flashes 


Texas Company to Sponsor Fred Allen Program 


New York, May 17 
the 
peting 


headliner of the new Texas Company program 


Fred Allen, who has been replaced as star of | 
3ristol-Myers Company radio show by Eddie Cantor, will be com- | was 
with his present sponsor beginning in October when he becomes | 


Shifting from NBC to 


CBS, the Allen broadcast will be aired over 82 stations from 9 to 10 p. m 


on Wednesday. 


gSuchanan & Co. is the agency 


Coast-to-Coast Newspapers for Improved Valet 


, 


,oston, 


May 17.—A 


coast-(pqcoast 


newspaper campaign will be 


taged by Gillette Safety Razor ‘Company for an improved AutoStrop 


ZOr, 


announced today. It will 


reduced from 98 to 79 cents, George A 


Graham, vice-president, 


be the first serious consumer advertising for 
AutoStrop since Gillette acquired it by merger a decade a 


go 


Smart Western Manager for Street & Smith 


Chicago, May 17. 
Inc., 


Parsons, Frank Smith 
Street & Smith magazines. 


In a shift in policy, Street & Smith Publications, | 
today opened a Western advertising office at 230 N. Michigan ave- | 
nue in charge of Sam Smart, formerly 
and Robert S. 


with The American Weekly. 
Gardanier continue to 


Ben 
represent 


| the 


| down-to-earth 


Many '‘'Solutions' 
Offered, But None Fills 
the Whole Bill 


By IRWIN ROBINSON 

New York, May 16.—If any lin- 
gering doubts existed hereabouts 
as to the No. 1 status that business 
has accorded its consumer relations 
problem, such doubts must have 
been smashed to smithereens during 
the past week when the subject 
emerged as the common denomina- 
tor of five different meetings that 
occupied the attention of several 
thousand people. The topic was 
engulfed in analyses that once more 
brought forth the viewpoints of in- 
dustry, consumer, government and 
education. All were striving for a 
“solution” but the consensus is that 
the drama is destined for an inde- 
terminate run, 


Highlights of the persistent at- 
tempts to unravel the puzzle in- 
cluded: 

1. Submission to business of a 


‘consumer platform,” summarizing 
the objectives of several prominent 
consumer organizations. 

2. A suggestion that organized 
labor can enhance its position by 
throwing its support in the direction 
of consumer groups. (Page 24.) 

3. Investigation of the practical 
aspects of grade labeling as re- 
flected in the reactions of “typical 
consumers.” (Page 1.) 

4, A warning that “overstate- 
ments” by advertisers give rise to 
increasing conflict between educa- 
tion and business. (Page 30.) 

5. A searching analysis of con- 
sumer wants at a “town hall” meet- 
ing of the Four A’s. (Page 4.) 

6. Appointment of a special com- 
mittee of the National Better Busi- 


ness Bureau to make a complete 
study and draw up recommenda- 
tions. (Page 29.) 


Platform Presented 

The Business-Consumer Relations 
Conference, the second annual proj- 
ect of this kind sponsored by the 
National Association of Better Busi- 
ness Bureaus, was the largest of the 
five meetings. It sought to inject a 
new constructive note into business- 
consumer forums by affording 
women’s organizations an opportu- 
nity to present a “platform” stating 
specifically ““what consumers want,” 
as a basis for discussion with busi- 
ness. The “platform” was presented 
according to schedule, as outlined in 
the May 6 issue of ADVERTISING AGE, 
but the credo seemed to dangle in 
midair during the remainder of the 
conference. 

Business spokesmen who followed 
consumer representatives dis- 
cussed pertinent aspects of their re- 
lations with customers and, while it 
inevitable that they would 
touch on some of the angles men- 
tioned in the consumer platform, 
the latter pronunciamento _ itself 
seemed to fizzle out as a basis for 
exploration of the 
problem. 

Throughout the meeting a spirit 
of harmony prevailed. All factions 
agreed that cooperation is essential 


and possible to achieve. 


Contend Over “Facts” 


An interesting point of conten- 
tion arose over the demand fo 
more “facts” in advertising copy, a 


need that consumer spokesmen in- 
sisted must be met. Mrs. Saidie Orr 
Dunbar, president, General Federa- 
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tion of Women’s Clubs, assailed the 
contention that copious facts tend to 
lower the readership of advertising 
copy. She asserted that the unwill- 
ingness of copywriters to 
away from emotional appeals is one 
of the chief obstacles standing in 
the path of advertising progress. 
Public intelligence is higher than 
advertising seems willing to admit, 
she contended. 

Raymond Rubicam, chairman of 
the board, Young & Rubicam, 
sought to clarify consumer thinking 
on this point by pointing out that 
“the first 


requirements which ad-| 


swing 


vertising must meet, or else cease to | 


exist, are the requirements of peo- 
ple’s and habits regarding 
what they will and will not read in 
magazines and newspapers, 


tastes 


and | 


what they will and will not listen! 


to on the air.” 


“Effective national advertising is | 


made up of a combination of facts 
and persuasion,” he continued. “It 
should not be exerted in behalf of 
fraudulent products; it should not 
resort to unjustified claims: it 
should not violate or evade the laws 
whose purpose is to prevent the 


consumer from being cheated. 

“On the other hand, advertising 
should be given as much liberty as 
possible within the limits of hon- 
esty. It should not be required to 
become an encyclopedia of factual 
information about the product. It 
should not be asked to employ 
standards of public taste which ap- 
ply only to a minority. If it is com- 
pelled to do so, it will fail to inter- 
est enough people to perform its 
primary job of selling goods at low 
cost. 


Too Many Diverse Criticisms 


“Critics sometimes question ad- 
vertising as an effective and eco- 
nomical selling tool; the same critics 
will criticize it for lack of factual 
dignity. Certainly advertising can- 


not lower its cost without reaching | 


the masses of the people, and cer- 
tainly it cannot reach the masses of 
the people by a very great preoccu- 
pation with dignity. 

“The most effective advertise- 
ments are not written about prod- 
ucts; they are written about people 
and their relationship to the product 
advertised. Dramatic selling and 


| tree use of the imagination are 


clearly recognized by the critics of | 
| advertising, or they would never) 


have taken such titles for their 
books as ‘One Hundred Million 
| Guinea Pigs,’ ‘Forty Million Guinea 


| Pig Children, ‘Skin Deep,’ and 
‘Partners in Plunder. How much 
circulation do you suppose these 


| popular books would have had if 
'they had been given conservative 
| titles and been written in factual 
language? 

“Imaginative persuasion is a 
' crime only when it is used by your 
opponents. 


Not Impartial 


“Advertising is not to be likened 
to an impartial consumers’ informa- 
| tion service. An advertisement is a 
salesman; it exercises any man’s 
| right to advocate openly and hon- 
orably his own goods and his own 


work. It does not pretend to be dis- | 


| interested, as so often happens in 
| propaganda outside of advertising. 
It is as partial to the product it ad- 


vertises as the doctor to his own 
| diagnosis, the lawyer to his own 
brief, the architect to his own 


What would a 


FIBBER MCGEE’ 
do to YOUR business? 


| pictures of 


.. + Do you know what would happen to your sales if 


you had a Fibber McGee on the air? 


... Would you like to know? 


... Would you like to talk to the people who developed 


that program for S. C. Johnson & Son, Inc.? 


... What we have done for Johnson’s Wax 


with Kibber McGee and Molly can be done 


—within the limits of certain basic factors 


—for other manutacturers. 


... If you havea nationally advertised product 


of general consumption, it undoubtedly can be done for you. 


...A letter, or a phone call, will bring a representative trom 


our organization to discuss the possibilities from the point of view 


of your own particular business 


without obligation of any kind. 


Needham, Louis 
and Brorby, Inc. 


Advertising Agency 
360 NORTH MICHIGAN AVENUE, CHICAGO 


TELEPHONE ST Age §1 51 


*Note: Fibber MeGe. 
and Molly (‘**tops tor popu- 
larity among all U. S. week- 
dav radio entertainers” 

lime Magazine, Apri] 22, 


1940) Is the radio sensation 


ne other strictly ha 
program has ever consistentl\ 
attracted as large an audicnece, 
Currently ranks third in size 
f audience among « shows, 
including tull hour programs 
(recent authoritative rating 


reports). 


vocmsiorversons Mh OTOStat 


| weighs all 


| tive” 
by Dr. Faith Williams, representing | 


building plan, the economist to his 
own theory of a depression or a 
boom. Its partiality can do no more 
harm than these other partialities. 
Its departures from fact are out 
where they can be seen, challenged, 
and corrected, .and where the 
parties responsible are known and 
can be held responsible. 

“It is not an offense against the 
consumer if the advertiser is in 
favor of his own products and says 
so enthusiastically. It is not an 
offense against the consumer if he 
tries to make a place in her life for 
the goods he sells. And he must be 
allowed liberty and latitude, it 
seems to me, in the choice of meth- 
ods by which he sells. 

“If he makes honest goods, prices 
them fairly, puts all vital informa- 
tion about them on product or label 
and in service literature, it seems to 


me that he should be allowed to ad-| 


vertise them with nursery rhymes 
if nursery rhymes carry the good 
product to the greatest number of 
consumers at the lowest cost. 


Primary Job Is Selling 


“Let me hasten to say at this 
point that I am not arguing that ad- 


vertisers should not give more in-| 
' formation to 


the consumer. I am 
not arguing against merchandising 
grading. I am not arguing against 
complete information on _ labels, 
products or in service literature; I 
am arguing that national advertis- 
ing’s primary job is to sell, without 


misrepresentation, the largest num-| 


ber of people at the lowest possible 
cost and that everything else about 
it must be secondary to that. 
“Readers of national advertising 
are frequently repelled, 
attracted, by a mass of literal facts 
about the product. They are fre- 
quently repelled by informative 
headlines. They are 
pelled by lots of words and small 
type. They are usually attracted by 
generous size or by 
sequences of pictures. They 
generally attracted by pictures of 
people rather than pictures of prod- 
ucts alone. More often than not 
there is some one fact about a prod- 


uct or some one appeal for its use| 


that is of supreme interest and im- 
portance to people, and so far out- 
others that emphasis 
upon it is the best, and perhaps the 
only way of effecting low-cost sell- 
ing.” 

That emotional appeals may cur- 
rently be more potent to the general 
consuming public than “informa- 
advertisements was conceded 


the American Association of Uni- 
versity Women. She was quick to 
add, however, that “the trend is in 
the other direction.” 


Consumers Learning 


“Consumers are learning more 


and more about buying staple prod-| 


ucts on the basis of standard tests,” 
she declared. “They are learning 
more and more about the 
tages of having information about 
fiber content, seam slippage, resi- 
dual shrinkage and color perma- 
nence even on goods with a large 
fashion element. They are asking 
for data on durability and operation 
cost and performance value on 
household equipment. 

“We believe that the producers, 
the distributors, the advertising 
agencies which fall in with this 
trend will profit by it to their con- 
siderable advantage. We also 
interest. There time 


was a when 


instead of 


usually re-| 


are | 


advan-| 


be- | 
lieve that the trend is in the public | 


|consumers could readily judge 
| goods marketed over the retaj] 
counter and could exercise a bene- 
ficial regulation over production 
expressing their opinion as to the 
quality of goods they wanted by t}, 
very nature of their purchases. T.- 
day technological progress in pry- 
duction has brought us to a point 
where the average purchaser is 
competent to judge the quality o: 
large proportion of the goods 
buys simply by looking at them a 
feeling of them. He needs the : 
sistance of advertisements a;ra 
labels which will present the . 
sults of standard tests and stand: 
measurements in a form in wh 
they will have meaning for him 
How industry is serving consu: - 
ers by furnishing informative labe|- 
ing was described by Thurmond 
Chatham, president, Chatham Mi; 
Company. Recalling that his co,- 
pany recognized the trend cited by 
Dr. Williams more than five ye; 


ago, Mr. Chatham described the 
| evolution of the Chatham blanket 
specification labels. He remarked 


that although at the beginning the 
was no overwhelming response on 
| the part of consumers, the labs 
have gradually acquired an impor- 
tant merchandising significance. 


| Gives Salespeople a Lever 

Pointing out that a recent R. H 
| Macy & Co. survey disclosed that 
| 70 per cent of women queried said 
an informative label exerts a defi- 
nite influence in purchasing, M 
Chatham mentioned the effect 
on retail salespeople who “have 
found it easier to use facts instead 
of superlatives.” Informative label- 
ing also tends to reduce returns, he 
j}added, “because the consumer 
| knows and understands what she is 
| buying when she buys it.” 
| Mr. Chatham revealed that Chat- 
‘ham national advertising this yea 
will feature a typical set of specifi- 
cations exactly as they appear on 
the blanket labels. “Truth in label- 
ing makes for truth in advertising,” 
he concluded. 

A prediction that the “day of 
conservative advertising is coming 
fast” was sounded by Edward J 
Condon, director of public relations, 
Sears, Roebuck & Co. These organ- 
izations which go along will build 
consumer acceptance, he asserted, 
while those who are “cheapest” 
“best’—“‘most wonderful” in their 
advertising will find themselves 
“behind the eight-ball.” 

Mr. Condon offered the exper!i- 
ences of mail order houses as proof 
that productive advertising can be 
| created without ballyhoo. He de- 
clared: “The mail order houses 
have sold billions of dollars worth 
of goods with advertising copy 
which has no ‘oomph.’ And _ they 
will sell billions more, because the 
advertisements truthfully tell the 
reader what he wants to know. The 
mail order houses have followed 
this principle with strictest care. I 
may say that these houses were 
somewhat ahead of their time, de- 
spite the fact that they are fre- 
quently regarded as old-fashioned 
businesses. 
of the mail order houses gets down 
to brass tacks and stays there. They 


During 1940 over 350,000 mothers 
of new babies will receive CON. 
GRATULATIONS as their hospital's 
gift. 


also 


STANDARD STUDIOS INC 


LOW-UPS 


¢ 


as 


in unusually large sizes 
quickly and economice! » 
for use in displays 
convention booths 
window decorations 
sales meetings 

murals - etc. 
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a, _ 
jo things the hard way. It’s easy to 
C F 229 

gow superlatives, but it’s much 
cgunde: to say what the article is 


made ot, and what it does.” 
fducation Represented 


Othe: business spokesmen at the 
ce included Northam War- 
ren, sident, Northam Warren 
Corporation; Dr. Jules Labarthe, 
tr. Mellon Institute of Industrial 
Reseal _ and W. T. Nardin, vice- 
president, Pet Milk Sales Corpora- 


tion 


conie 


iohn M. Cassels, Institute for Con- 
umer Education, Stephens College; 
»uU = 


pr. Edward Reich, editor, Consumer 
pducation Journal; Dr. Helen Judy 
Bond, president, American Home 
Economics Association, and Dr. 


Pauline Beery Mack, Pennsylvania 
State College. 

Ernest A. Tupper, 
cian, Bureau of Foreign and Domes- 
tic Commerce, appeared in place of 
James W. Young, director of the 
Bureau, who was unable to partici- 
ate in the conference. Dr. Kenneth 
Dameron, director, Committee on 
Consumer Relations in Advertising, 
completed the roster of speakers. 


Pepsi-Cola Has 
Awards for All 
in New Contest 


New York, May 16.—Following a 
test series of local contests built 
‘round its home carton, Pepsi-Cola 
Company will begin next week na- 
tional advertising of a $20,000 cash 


] 
Education was represented by Dr. | 


chief statisti- | 


yrize contest in which there will be | 


no losers,” it was learned here 
today. 
Contestants will be 


ccompany their entry 


arton, and complete the following 
sentence in 20 words or less: “The 
Pepsi-Cola home carton is our fam- 
ly’s favorite because ——.” 
Promotion of the 
ippear in The 
ind This 


19 issues. 


American 
Week, beginning with May 

The opening announce- 
ment in each magazine will be a 
full page in color. In the former 
publication, all three insertions 
scheduled will be color pages, while 
the second and third in the latter 
will consist of 1,000 lines in black 
ind white. 

It remains undecided to date 
whether or not the contest will also 
be promoted via Pepsi-Cola’s vari- 
us radio programs. The account is 
lirected by Newell-Emmett Com- 
pany. 


Headline “‘No Losers” 


The novel “no loser” feature will 
be headlined. In addition to a 
$5,000 first prize, $1,000 for second 
nd $500 for third, copy points out 
that “everybody who enters gets a 
iseful prize.” The idea of offering 


th 
LION { 


ure that no 
DeCAUSE of 


pren 


customers are lost 
failure to win. What 
will be given to non-win- 
ing entrants will not be revealed 
I t 

beverage 


advertiser is 
carton. Peter 
Corporation today began a 
at week drive confined to one 
W newspaper in an effort 
name for the new Doelger 
The winner will receive 
lay all-expense trips to 
The contest is unusual in 
evidence of purchase is 
ith each entry. 
elger contest will also be 
n commercials on the 21 
‘rams sponsored by the 
cach week over Station 
York. Atherton & Cur- 
igency 


issues “Preview 


¥ magazine called “Pre- 
ng issued by the Nash 
Nash-Kelvinator Cor- 
nd distributed by Nash 


dealers It is devoted 
ew of festivals, sports 
vies and other activities 

fashions to motoring 


contest will | 
Weekly | 


asked to) 
with the 
andle flap cut from a_ six-bottle | 


| 


ng a contest built around | 
Doelger | 


nsolation awards is to make | 


| SAPP SE HOWARD 


MEMBER of THE UNITED 


owe ldveittaer 
who 


“THE NEW YORK SELLING-PROBLEM” 


Advertisers and agencymen quickly 
sensed the significance of the World-Telegram 


Block-by-Block Analysis. 


They term it, **... the 


new measure of the New York Market.”’ 


Block-by-Block is a practical study... 
practical and usable! It is a finely de- 
tailed analysis of New York City and its 
suburbs...a crystal clear concept of 
the entire market. 


Block-by-Block measures the New York 
Market according to the best research 
practice. It is based on a 40% sample in 
an area where a 2% cross-section is con- 
sidered ample. And its value is a factual 
revelation of the one important factor 
upon which to base the economic value 


of families to advertisers. 


USABLE —Though advertisers and 
agencymen have known it but a few 
weeks, the Block-by-Block Analysis is 
now being used as the new measure 
of the New York market. 


USABLE — Block-by-Block infallibly 


tells the ad-value of prospects and 


customers, wherever they live in the 

Market area. 

USABLE — Block-by-Block measures 
sales potentials—lays out salesmen’s 
routes —shows present product accept- 
ance and future expansion possibilities, 


as well as replacement markets, ete. 


USABLE — There is no other sales tool 
more flexibly usable than Block-by- 
Block. It is indeed the answer to every 


executive who has his hopes pinned on 


more sales to the great New York 


Market! 


ew York World -lelegram_ 


A SCRIPPS-HOWARD NEWSPAPER 


eatinnneetens 


NATIONAL ADVERTISING DEPARTMENT OF SCRIPPS-HOWARD 
NEW YORK 


NEWSPAFrERS, 
PRESS... 


230 PARK AVENUE, 
. THE ASSOCIATED PRESS.. 


CITY 


CHICAGO * DETROIT ° —— = 
PHILADELPHIA * SAN FRANCISCO 


. THE AUDIT BUREAU OF CIRCULATIONS and MEDIA RECORDS, 


INC. 
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Atherton Hobler 
Named Chairman 
of Agency Group 


New York, May 16.—Atherton 
W. Hobler, president of Benton & 
Bowles, was today elected chairman 
of the board of the American Asso- 
ciation of Advertising Agencies, 
succeeding A. L. Billingsley, presi- 
dent of Fuller & Smith & Ross. 
Other officers named were Guy C. 
Smith, executive’ vice - president, 
Brooke, Smith & French, Detroit, 
vice-president, and David M. Bots- 
ford, president, Botsford, Constan- 


tine & Gardner, San _ Francisco, 
secretary. E. DeWitt Hill, vice- 
president, McCann-Erickson, was 


re-elected treasurer, and John 
Benson was re-elected president for 
four years. 


New Members-at-Large 


Three new members-at-large 
were elected to the executive board 
for three-year terms: Ernest V. 
Alley, partner, Alley & Richards 
Company, Boston; Allen L. Billings- 
ley, president, 


| president, Lord & Thomas, New 
York. 

Board members representing 
councils were chosen for one-year 
terms as follows: New York Coun- 
cil, F. B. Ryan, Jr., vice-president, 
Ruthrauff & Ryan, New York; New 
England, Harold Cabot, president, 
Harold Cabot & Co., Boston; Atlan- 
| tic, M. E. Goldman, partner, Aitkin- 
Kynett Company, Philadelphia; 
Central, Arthur E. Tatham, vice- 
| cweshenk. Young & Rubicam, Chi- 
cago, and Pacific, W. H. Horsley, 
president, Pacific National Adver- 
tising Agency, Seattle. 

Frederic R. Gamble continues as 
executive secretary. 

In an address following his elec- 
tion Mr. Hobler urged agencies to 
consider the long-range economic 
implications of advertising in serv- 
ing clients. Viewing sympatheti- 
cally the activities of the Federal 
Trade Commission as well as pure 
food and drug regulation, he ob- 
served that “perhaps we, as adver- 
tising agencies, should have been 
guided a great deal more in the past 
by the principles which this legis- 
lation has established.” 

Mr. Hobler began his business 
career with Gardner Advertising 
Company, St. Louis, in 1911, follow- 
ing his graduation from the Univer- 


Fuller & Smith &| 


sity of Illinois. In 1920, he became 


Ross, Cleveland, and Don Francisco, | vice-president and partner in the 


_ SHATTUCK HONORED 


Publisher Bernarr Macfadden applauds 
vigorously at the surprise luncheon honor- 
ing 30 years of service by Charles H. 
Shattuck, Western manager, while the lat- 
ter tilts a wine glass. (Story on Page 22.) 


agency. Seven years later he joined 
Erwin, Wasey & Co. in New York 
as vice-president and in 1928 was 
made a partner in the business. He 
became a partner in Benton & 
Bowles in 1932. He spent five years 
outside the agency field, from 1912 
to 1917, with Appleton Mfg. Com- 
pany, Batavia, Ill. 


personality is waiting for the 
ment you can give him! 


day’s important events. 
news goes on the air 
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Map shows coverage to the 


Most of Kansas, and 
northern Oklahoma as well, 
Graeme for crisp, pungent summaries of the 
Six times daily, KFH 
and six times a day 


audiences these broadcasts attract. 
Put Graeme Fletcher on your sales staff.” 


Make him responsible for the advertising of 
your product to the 292,421 radio families in 


4 


yy 


IMV/M line. 


toughest assign- 
SAS! 
depend upon 


to sell the large 


retailers. 


you! 


Slap on a test after three or four weeks of 


*Just one strip 12:30 P.M. available at present time. 


Meet Your Star Salesman for Kansas! 


Graeme Fletcher, outstanding KFH news And then watch your Star Salesman deliver 


on THAT SELLING 


Incidentally, KFH never stints on merchan- 
dising cooperation. 
outline a merchandising program, KFH fol- 
lows through in person and by letter to “put 
you in solid” with jobbers, chain buyers and 


Your Edward Petry office can arrange a 
sponsorship of Graeme Fleteher on KFH. And 
the price of KFH news will be good news to 


That Selling Station for Kansas 


AFH 


| WICHITA 


COLUMBIA'S ONLY FULL TIME OUTLET FOR KANSAS 
CBS « 5000 Day « 1000 Night « Call Any EDWARD PETRY OFFICE 


STATION FOR KAN- 


Even when you fail to 


Searching Analysis 


of Consumer Needs 
Made by Four A’s 


New York, May 17.—Like a horde 
'of microbes wriggling on the slide 
| of a microscope, consumers were to- 
| day subjected to the most searching 
| analysis in recent months when the 
American Association of Advertis- 
ing Agencies brought into play a 
new technique for probing the rela- 
tionship between consumer and 
producer. 

The device employed was a “town 
hall meeting,” conducted under the 
expert eye of George V. Denny, Jr., 
moderator of the famous radio net- 
work feature which seeks to exam- 
ine other pertinent aspects of social 
aad political existence. Both these 
elements figured strongly in today’s 
discussion; indeed, the four main 
speakers did not strive too mightily 
to hew to the line of the topic 
selected for debate: “To what ex- 
tent should advertising be con- 
trolled and by whom?” Neverthe- 
|less the meeting turned out to be 
|one of the most comprehensive, in- 
| telligently presented and thought- 
provoking episodes in the drama of 
the consumer movement to date. 

For the “critics,” Donald E. Mont- 

| gomery, consumers’ counsel of the 
| AAA, and Colston E. Warne, presi- 
dent of Consumers Union, held the 
stage; while the “defenders” 
sisted of Stanley High, author, and 
Fulton Oursler, editor of Liberty. 
Two “interrogators” also _ partici- 
pated—Mrs. Anna Steese Richard- 
son, Crowell - Collier Publishing 
Company, and Dr. Ruth W. Ayres, 
economist and spokesman for or- 
ganized consumers. 


Conflict on Broad Front 


The town meeting “neighbors” 
were not settled in their chairs very 
long before it became apparent that 
the conflict between critics and de- 
fenders penetrated far more deeply 
than a conviction on the one side 
that American industry has been 
over-regulated and beset with a 
bureaucratic cholera and a belief 
on the other side that far more 
regulation of advertising is in the 
| offing unless business recognized its 
|social responsibilities. The critics 
assailed the marketing philosophy 
of today as one that fails to con- 
| tribute to the basic economic prob- 
lems of the nation, while the de- 
fenders saw in this dissatisfaction 
with the merchandising status quo 
a “fifth column” threat to business 
|democracy. One point of general 
agreement emerged—both sides 
professed belief in a cooperative ap- 
| proach to the problem in hand. 

Dr. Warne opened the debate by 
‘attributing to the advertising fra- 
ternity the parental responsibility 
for having brought the consumer 
| movement into existence. He 


con- | 


as- | 


a — 
serted that “downright lies, s 
superlatives, half-truths, Pseudo. 
science and irrelevant  appeaj< 
brought the supposedly UN Wanted 
waif to advertising’s own doorste, 
He charged advertising with fail. 
ing to heed the advice of its leag. 
ers to “clean house” and, he rp. 
ported—with something akin ; 
exultation—“your baby is lyst 
thriving and has outgrown the jp. 
fant stage.” 


High Hits Bureaucrac, 


lippery 


Aiming a persistent tattoo of yer. 
bal gun fire at Washingt bur. 
eaucracy, Mr. High asserted th». 
while federal agencies are pursyj; 
their activities under the guise ,: 
regulation their real objective jg ; 
sabotage our economic system, 
warned that in no sector is “ff 
column” activity more zealous th; 
in regulatory bureaus. 

The extent to which anti-adyer. 
tising forces have gotten into +; 
swim, he said, is reflected in 4 
titles of best-selling works lj; 
100,000,000 Guinea Pigs,” “Poigsop 
Potions and Profits,” and _ simi! 
books. 

“Don’t let such organizations p». 
rade themselves as part of the cop. 
sumers movement,” he warned | 
audience, to the accompaniment 
a crescendo of applause. 

In closing, Mr. High 
that “Washington needs a crackp 
purge.” The riddle for consume 
to solve, he asserted, is wheth 
they are being fed “enlightenment 
or “indoctrination.” 

With a dramatic little playlet 
his keynote—portraying all thr 
roles himself — Mr. Montgome: 
sought to impress his audience wit 
the vital problems that revoly 
about that large segment of thy 
American population that lacks th 
purchasing power to indulge in th: 
luxury of being able to worry about 
choice of advertised brands, The 
| 60,000,000 consumers with family 
incomes up to $100 a month M 


ot SET VE 


| Montgomery labelled the “un- 
wanted consumers.” 
Mr. Oursler continued the de- 


}ernmental bureaucracy 
| by Mr. High. 
ditional governmental _ regulatior 
would become government contr 


held little of this anti-business out- 
pouring would pass FTC standard 
if it were even subjected to the 
same scrutiny and standards tha’ 
govern advertising copy censorshij 


et 


While still in the hospital the new 
mother receives CONGRATULA- 
TIONS after it has been signed by 
her hospital superintendent and 
attending physician. 


Available in 35 and 100 
word live announcements 
and 5 or 15 minute pro- 
| grams. 


Write for details or consult 
Edward Petry representative. 


The best “spot 
radio buy in 
BALTIMORE: 


WFBR NEWS SERVICES 


WFBR 


BALTIMORE 


National Representative’ 


EDWARD PETRY & COMPANY 


—_«*_!, 


* ON THE NBC 


RED NETWORK * 


vastating verbal blast against gov- 
launched 
He charged that ad- 


and he detected in Washington “not 
}a spirit of regulation but annihila- 


tion.” 

Condemning politicians for ex- 
pressions and writing which ! 
termed “advertising,” Mr. Ours! 
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foiletries Group 
Deplores Cut Prices, 
Special Promotions 


New York, May 16.—Widely ad- 
yertised special promotions 
branded 
\imited time at cut prices were 
severely criticized as unsound mer- 
chandising here today by represen- 
tatives of different branches of 
retail distribution. , The issue was 
-aised at the closing session of the 
afth annual convention of the Toi- 
iet Goods Association. 

" Speakers at today’s symposium 
were I. H. Bander, vice-president, 
McKesson & Robbins, Inc.; Robert 
R. Gerstner, retail druggist and 
hairman of the board of the New 
York Pharmaceutical Council; Fred 
]. Griffiths, president of Pennsyl- 


vania Drug Company and secretary ' 


f the National Association of Chain 
Drug Stores, and Irving Fox, coun- 
se] for the National Retail Dry 
Goods Association. All except Mr. 
Bander made a point of objecting to 
ut price promotions. 

Mr. Griffiths asserted that a $10 
verfume offered at $6 in a special 
promotion “is no longer a_ $10 
item.” The public refuses to accept 
former price once the article 
been cheapened by price cut- 


the 
has 


ting. 
Promotion Wasted 


Mr. Gerstner declared that a 
major manufacturer is now offering 
1 $1 lotion for 47 cents, although 
the minimum fair trade figure is 83 
cents. In addition to not being fair 
to either retailers or the public, 
many small retailers are not able 
for financial reasons to take advan- 
tage of every such offer that comes 
along, and hence much of the na- 
tional advertising placed behind 
such promotions is wasted. 


He urged manufacturers to adopt | 


fair trade, and to go into it whole- 
with the intention of 
contracts. Mr. Griffiths 
ilso espoused the fair trade cause, 
saying that manufacturers should 
either enforce their contracts “or 
get off the wagon.” He urged that 
manufacturers organize to check 
olations regularly. 


Airs Protests 


Mr. Griffiths also declared that it 
is time the drug industry does 
something about “government 
spokesmen who tell all kinds of 
audiences that $2 items are worth 
no more than 10-cent ones.” He 
isserted that the confidence of both 
the public and the retail sales clerks 

essential in selling, and that 
rious Washington representatives 
re breaking down this confidence. 

Another protest against activities 
if federal agencies was aired at an 
earlier session by Hugo Mock, TGA 
ounsel. He said “it is time to call 
i halt on the demands of govern- 
ment agencies where honest manu- 


nearte dly 


enforcing 


of | 
toiletries featured for a | 


facturers are not permitted to tell 


the truth about their products.” 
He admitted that restrictive laws 
|are properly on the statutes to pre- 
|vent manufacturers from 
| exaggerated claims on labels and in 
| advertising. But the pendulum has 
swung too far in the other direction, 
he claimed, and in too many cases 
the only permissible copy is that 
| which says exactly nothing. 

All officers of the association were 
re-elected, with Herman L. Brooks, 
president of Coty, Inc., named to 
|serve another term as TGA presi- 


dent. 


American Coffee Appoints 


American Coffee Company, Inc., 


making | 


GATHER TO PRESENT SCHOLARSHIPS 


Part of the speakers’ table at the fifth annual scholarship dinner given by the 
Women's Advertising Club of St. Louis for students of Washington University 
who are taking the club's advertising course. Left to right: Harry Hurlbut, 
western manager, McCall's; Edna Emme, secretary of the club; W. C. D'Arcy, 


Elect Stovel Head of 
Canadian Association 


A. L. Stovel, Home Publishing 
| Company, Ltd., Winnipeg, has been 
|elected president of the Canadian 


| National Newspapers and Period- 
lieals Association. Vice-presidents 


lare E. J. Weld, the Farmer’s Advo- 


| cate, London, Ont.; A. A. Burrows, 
|Canadian Transportation, Toronto; 
E. R. Milling, Consolidated Press, 
Ltd., Toronto. N. Roy Perry, Mac- 
Lean Publishing Company, Toronto, 
was elected treasurer. Major I. D. 
|Carson continues as secretary and 
| manager. 

Mr. Perry, the retiring president, 
in his address on “Bureaucratic Con- 
|trol of Advertising,” warned that 

“today we have dictators in Ottawa 
whose edicts are feared by many 


New Orleans, has appointed the president, D'Arcy Advertising Company; Hildegarde Fillmore, associate editor, thoroughly honest Canadian adver- 
Fitzgerald Advertising Agency to McCall's, who was the principal speaker, and Mary Johnson, president of the tising men, edicts from which there 
handle its account. St. Louis organization. is no appeal.” 
| 
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BARGAIN in 
Consumer Advertising 


A Bargain is something 
which is worth more than 
you pay for it. That's News- 
color! This powerful point- 
of-sale advertising medium 
'S reaching 6 to 10 times as 
many prospective buyers as 
conventional direct mail—at 
nO increase in cost. Tell 
More people, and sell more! 


SHOPPING NEWS 


hewseolor Division CLEVELAND 
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ADVERTISING AGE 


May 20, 1949 


N. Y. Fair Hopes to 
Increase Pull by 
‘Homey’ Atmosphere 


New York, May 15.—Faced with 
the necessity of attracting 40,000,- 
000 customers this season in order 


Launched without the handicap 
of the super colossal publicity 
which marked the opening a year 
ago, the 1940 version of the exposi- 
tion has been made over through | 
the efforts of Harvey D. Gibson into 
a glorified county fair. Mr. Gibson, 
Manhattan banker who is chair- 
man of the board of the fair man- 
agement, is in active control this | 
year, although Grover A. Whalen 
retains his title as president. 


REFURBISHING THE NEW YORK SKYLINE . 


—— 


Newspapers Turn 
Down Ford Copy 
at Local Rates 


| Harrisburg, Pa., May 14. New. 
papers in this and neig) borjy 
states appear determined to 


’ esen: 
to get out of the red, the New York Change th Sestenyee a united front in refusing t aan 
World’s Fair enjoyed a reasonably The “down-to-earth” character- | Ford dealer advertising «a: lees 
auspicious opening week with at-| istic of the 1940 version of the rates, it was disclosed hy last 
tendance closely paralleling 1939 | Flushing Fantasy is demonstrated weekend during the joint splay 
totals. About 26,000,000 visitors |in a number of ways. The number | ‘ 


attended the show last year. 


of pompous special events has been 


advertising conference of the Penp. 
sylvania Newspaper Publishes’ As. 


| 
Exhibitors, who spent an esti- | drastically reduced, and more gen- | sociation and the Interstate \dver. 
mated $5,000,000 during the off- | erally appealing attractions substi- | tising Managers’ Associatio: 
season in refurbishing and remodel- tuted. The viewpoint expressed 5n th). 


ing their displays (ADVERTISING 
AGE, March 25), appear heartened 
by the more realistic attitude taken | 


The homey touch was dramatized 
in a novel way when all visitors | 
were presented with buttons read- | 


issue came as the result of © quer 
received by newspaper pu. lishe: 
from McCann-Erickson, Inc . as ; 


\ 


ee EA iat I 


by the fair management this year.| ing “Hello, Folks.” The idea, con- | 
Definite steps have been taken | ceived and kept secret by Leo} 


this year to correct such abuses as | Casey, publicity director, has ogry 


whether they would quote the log, 
rate for copy sponsored by the For, 
| dealer advertising fund. Publishe 
j}asserted that “to take the For, 
| business at local rates would mea 
‘that other automotive busines 
and practically all national busine: 
would have to be accepted under 
similar plan.” 

The rate differential proble, 


high food and entertainment prices | hold so well that fair officials are 
which led to considerable bad pub-| contemplating distributing 
licity in the hinterlands a year ago. | daily. . > F : ’ ‘ 

Food prices generally are down,| The admission price has been re- | this year. The diorama is a — go a three stories high, and contains 
and a five-and-ten-cent restaurant | duced to 50 cents, whereas it was | 000 buildings. 
has been opened. The midway has/|75 cents until late last season. An- | | 
been changed considerably and is | other attendance lure is a “Golden| each day. A half dozen were given | advertisers were designed to facili- | 


Einar Mundt (you'll find him in the upper center) is repainting the New York 
skyline in the Manhattan section of the huge diorama, “City of Light," which 
Consolidated Edison Company is again displaying at the New York World's Fair 


them 


Be already gaining a better response | Key” contest by which one lucky | away on opening day. tate the handling of greater crowds. came in for lengthy discussion dur. 
. from fair-goers. | visitor gets a new automobile free Many of the changes made by | While most exhibitors displayed no|ing the course of the conventio; 
; |resentment last year when _ total | One suggestion offered as a solutio: 


_attendance reached only about 50 


per cent of advance estimates, they 


was a change in terminology wit 
“local” and “national” discarded | 


ae igs 2 hy naturally hope for improved pa-| favor of “retail” and “general.” |; 
J tronage of both the fair and their was also recommended that the lin 

isk }own shows in 1940. of demarcation be based on the sig- 

i ; | y si aceteat ai nature used in copy, i.e., when onk 
a - . one dealer is mentioned in cop 
4 - ei a Elsie Stark Heads the local rate is applied, but whe: 
a a N. Y. Ad Women more than one dealer is listed th 
: a . Elsie Stark, Best Foods, Inc., has | — vag er pte a —— 

° been elected president of the Ad- | — son a eee see 

! vertising Women of New York,|™otions occupied the attention oi 

° ¥o, 4 Other new officers are: May E. | the conventioneers at several ses- 

—. O'Connor, Sackett-Service, Inc.,| sions. Addresses were delivered by 

ee vice-president; Helen A. Holby,|R. H. McKinney, J. P. McKinney & 


Advertising Federation of America, | Son, newspaper representative: H 
treasurer; Eugenie C. Stamler, Biow Ww 


4 Hailey, promotion manage 
Company, corresponding secretary,| ... H F i Pewee ’ 
and Elsie E. Wilson, Personnel | Scripps-Howard Newspapers, and 

4 r | — > ne P P a lis 
Associates, Inc., recording secretary. | Irwin Robinson, managing edit 


New officers will be installed May | ADVERTISING AGE 
21 at the Advertising Club. Helen 
H. Peffer, Refrigerating Engineer- 


ing, is the outgoing president. 


= 
_ 


Sumner Again Heads 
: N. Y. Ad Club 
Rogan Advanced by G. 


Lynn Sumner, head of 
agency bearing his name, has bet 
Procter & Gamble re-elected president of the Adver- 
Ralph Rogan, who has directed | tising Club of New York. L 


Eastman, Packard Motor Car Com- 
pany of New York, has 
elected vice-president, and Jame 
3rewer, Brewer-Cantelmo Com- 
pany, re-elected treasure) 


advertising of Procter & Gamble 
Company for many years, and who 
has heretofore been secretary of the 
company, has been elected vice- 
president in charge of advertising 


bee n 


and promotion. Newly appointed directors 
H. Truxton Emerson, formerly |Charles C. Green, I. S. Randa 
assistant secretary, has been pro-|A. T. Preyer, Andrew J. Hair 
ae moted to secretary, and L. H.|James J. Clark, Alfred McCoskt 
f Wiggers has been named assistant|R. B. Alexander and Warren M 


secretary. Barrington. 


more readers who are active management- 


executives of industrial corporations with 


assets of over $1,000,000 than any other pub- 


MYRON J. 


~ 
ts 
ee Stealing away for a round of golf may or may lication—-magazine or newspaper. le 
a saee yoo plow ot ha . BENNETT 4a 
not bring you a piece of business. $$$ So be sure to follow through with The ~ 


$$$ Wall Street Journal 


Broadcasting 
the News 


But your time is well spent if you become and your thanks to golf 


more impressed with the application of follow- fora highly profitable idea. 


through in your advertising and selling. 


$$$) Follow-through cuts golf seores down. WALL STREET JOURNAL 
It also pushes sales curves up. PCR iy Pe 
$$$ If you advertise machinery or bank 


MANAGEMENT 
EXECUTIVES 


service or insurance or raw materials to high CELL 
executives, in publications they read at home. 
This de- 


home-read 


you cash in by following through. 


mands merchandising your mes- 


sages at low cost in The Wall Street Journal. 


which executives read in’ their ofhees—vyour 


pom of sale. 


$$$ 


86 per cent of The Wall Street Journal's 


ete 


ST. LOUIS K 


Pa) | ff 
} 


circulation is read by executives at their desks. 


$$$ 


at point of sl 


It gives you, per advertising dollar, 
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“Windows” in Booklet _ Daniels Heads Press 


“Window pages” in a booklet on| 


Hotpoint electric ranges enable the | Tribune, 
reader to note the assembly of ‘he | been elected president of the Wis- 
|consin Press Association. 


product, each page emphasizing 
construction features as the range is 
“assembled.” 
are held by X-Ray Sales Methods, 
Inc., 1040 Fullerton avenue, Chi- 
cago. 


Cole Loses Wife 

Mrs. Frederick E. M. Cole, wife 
of the Chicago publishers’ repre- 
sentative, died at her home in 
Kenilworth, Chicago suburb, May 
15, of pneumonia. A son, Hallett E. 
Cole, and a daughter also survive. 


Patents on the idea | Burlington, 


FCC Changes Date 


The Federal Communications 
Commission has announced that the 
effective date of its rule prohibiting 
Louis H.|the broadcasting of commercial 

Standard - Democrat,| programs on experimental authori- 
Wis., was advanced | zations has been changed to Aug. 1, 
from second to first vice-president; | 1940. Originally, the order was to 
H. H. Heidmann, Record-Herald,| have become effective May 1. 
Algoma, Wis., from third to second 
vice-president, and C. W. Browne, 
Enterprise, Oconomowoc, Wis., was 
elected third vice-president. 


T. R. Daniels, publisher, Times- 
Middletown, Wis., has 


Zimmerman, 


Bank Names Agency 

Albert Frank-Guenther Law, Inc., 
has been appointed to handle the 
advertising of the First National 
Bank, Greenwich, Conn., following 
the recent campaign in connection 
with the opening of the bank’s new 
offices and building. 


Meek & Thomas has moved from 
the Mahoning Bank Building to 724 
Wick avenue, Youngstown, O. 


Ouned 


— 


WBBM 


and 
Represented by RADIO SALES 
Charlotte, N.C. + Los Angeles + San Francisco 


Such a Salesman? 


It's WBBM! 
For more than eight years we've led all 
other Chicago stations in advertising... 
because we've led all others in popularity. 
We've furnished proof, time after time 
_we've proved it with listener stud- 
ies... we've proved it with dealer studies, 
and we've proved it with renewals . 


with a consistent renewal ratio of 80-85%! 


Because we get results. 

We're on the job selling from morning 
till night in our rich five-state primary 
area— 10% of the nation’s buying power 
—for more of the country’s leading adver- 


tisers than any other Chicago station. 


May we go to work for you? 


50,000 WATTS - CHICAGO 
A CBS STATION 


iperated by the Columbia Broadcasting 


New York + Chicago + Detroit + St. Louis 


System 


HOW BELGIUM RAISED FUNDS FOR DEFENSE 


a 


SCHRUFT IY OP DI 
OV AHTIAMMHTINIIIDSTHINING 


By one of those strange coincidences which are getting to be commonplace, this 
reproduction of a Belgian defense fund poster, sent by Advertising Age's London 
correspondent, arrived almost simultaneously with news of the country's invasion. 
This particular poster, drawn by Ochs, one of Belgium's foremost political car- 
toonists, carries an appeal for loans to the government in the "second" Belgian 

language, 


—- 


Flemish. 


KSD Gets Full Time 


The Federal Communications 


eee 


KSD St. Louis, owned and operated 
by the Post-Dispatch, to operate 
full time on 550 kilocycles, the 
|change to become effective no later 
|than July 1. 


Pokrass Adds Two 

Klein’s Sporting Goods, Inc., Chi- 
cago, and E. O. Jackson Distilling 
|Company, Chicago, have appointed 
Martin A. Pokrass, Chicago, to di- 
rect their advertising. 


| 


Commission has authorized Station | 


Wettlin Opens Offices 


Dan Wettlin, Jr., who previously 
announced plans for establishing 
his own advertising agency in Cam- 
den, N. J., has opened offices at 
312 Cooper street under the name 


of Wettlin & Co. 


|Ad Women Graduate 


Graduation exercises of The 13th 
annual class of the Philadelphia 
Club of Advertising Women’s course 
in “Introduction to Advertising,” 
were held at the Poor Richard Club 
May 14. 


WTAG's 
5000 


WATTS* DAYTIME 
D 


R 
A 
Ww 
Ss 


Here in the 18th Industrial Area of the United 
States, WTAG has had primary coverage with 


OF MASSACHUSETTS 


1000 Watts. With 5000 Watts your daytime pro- 
gram gives you wider and better coverage, and 
,_ better reception. WTAG is the vital station in 
-’ Massachusetts and in New England. 

* 1000 WATTS AT NIGHT 


WTAG-—WORCESTER, MASS. 
NBC BASIC RED AND YANKEE NETWORKS 


EDWARD PETRY & CO., INC.—NATIONAL REPRESENTATIVE 
OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 
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ADVERTISING AGE 


FOR FATHER'S DAY 


REMEMBER DAD 


| \THERSD AY 


Official poster of the National Council 

for the Promotion of Father's Day, Inc. 

\t includes a full-color painting by Mc- 
Clelland Barclay. 


—- 


‘Travel America’ 
Series Put on Air 
by Interior Dept. 


Washington, May 16. — Radio 
ballyhoo in connection with 1940 as 
“Travel America Year,” so pro- 
claimed by the President, began last 
week over WNYC, New York mu- 
nicipal broadcasting station. The 
program was the first of 
13 half-hour broadcasts publicizing 
national parks of the country as 
summer vacation possibilities, it 
has been announced by the Depart- 
ment of Interior. 

The series is entitled * 
Trip’ and describes in dramatic 
fashion the adventures of a typical 
young couple on their first trip to 
the Western national parks. 

In addition to the program on 
WNYC, about a dozen other sta- 
tions throughout the country will 
handle the series. Several college 
stations including the Universities 
of Illinois and Wisconsin will 
participate in the series 

Another series of programs of 
somewhat the same nature is that 
conducted from Rocky Mountain 
National Park, in which 15-minute 
nature sketches are broadcast over 
an NBC network on Tuesdays. They 
are conducted by Raymond Gregg, 
National Park Service naturalist. 


a series ol 


Two on a 


also 


BBDO Gets First Place 
in N. Y. Bowling League 


Batten, Barton, Durstine & Os- 
born won first place in the final 
team standing of the Advertising 


Bowling League of New York. Sec- 
ond place went to the Columbia 
Broad: isting System and third to 
Er\ Wasey & Co. 

Ge. orge H. Schiesser, Erwin, 
Wasey & Co., has been elected 
president of the league for the 1940- 
1 season. 


Other new officers are 
Harry Payne, Batten, Barton, Durs- 
om & Osborn; Ted Danley, Colum- 


bia Broadcasting System, and Ralph 
Nelson, Associated Advertising 
Com; iny. 


a 


New Haven Promotes 


New Train Schedules 


To announce its 
more trains and 
between New York and Boston, the 
New Haven Railroad is using half 
and full-page space in 28 New York 
and New England newspapers along 
the main route of the system. 

Copy for the campaign, which 
will continue for a month, features 
the theme, “A train every hour on 
the hour.” Wendell P. Colton Com- 
pany, New York, handles the ac- 
count 


new service of 
faster schedules 


Denson-Frey Named 

| Frank & Seder, Philadelphia de- 
partment store, has re-appointed 
| Denson-Frey & Affiliates, New York, 
|}to handle publicity and public re- 
lations. 


; ECC Accused of 
Holding Up Radio 


Monopoly Report 


Washington, May 15 
Tobey of New 


Senator 
Hampshire today 
charged on the Senate that 
the FCC is deliberately holding up 
its report on the question of mo- 
nopoly in radio. Sen. Tobey pointed 
out that two years ago a resolution 
calling for a Congressional investi- 
gation of the monopolistic 


floo1 


aspects 


of radio was defeated in the House 
because of the fact that ‘the FCC 
was to make a similar study and 


that a Congressional inquiry would 
be a duplication of the work. 


Pointing out that it has been two | 


years since such a report was prom- 
ised to Congress “within the next 
60 days” by the Commission, the 
Senator also revealed that on May 
3, he wrote a letter to each of the 
seven members of the Commission 
reminding them that the report had 
been promised “within a_ short 
time” on three different occasions 
during the last two years 

He also stated that he has re- 
ceived three replies to the letter 
Each of these has promised to urge 
the matter at the next meeting of 
the Commission However, the 
Senator charged, since the 
to the letters have been so slow on 
a matter of vital public concern it 
is strongly indicated that the report 
is being deliberately held up. He 


further stated that assurances by | w. 


replies | 


ihe Commission of 
seem to be 


early action 
nothing but mockery 


Fawcett Names Waters 


Fawcett Publications, Inc., New 
York, has appointed Norman D. 
Waters & Associates, New York, to 
conduct a promotional campaign in 
the women’s fashion field for the 


Fawcett Screen Unit. Beginning 
with the October issues of four 
Fawcett magazines, a retail mer- 


chandising service to leading stores 
| throughout the country will be in- 
| stituted. 


Move Textile Offices 


National Federation of Textiles, 
Inc., formerly the Silk Association 
of America, Inc., has moved to 15 
37th street, New York. 


WHAT'S THE QUICKEST 
WAY TO WIN WOMEN 
IN PORTLAND? 


@ Portland retailers who court the buying favor of women will tell you 
the surest way to their purses is through the advertising columns of 


modern types now availab! 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 


The Journal. 


See the linage figures at the right—source Media Records—for conclu- 
sive proof of their preference. It is a preference without sentiment, too. 
These retailers of women’s shoes and clothing, of drugs, groceries 
and jewelry, of toilet goods, furniture and household goods, and de- 
partment stores (all a gauge of feminine purchasing) are close-fisted 
space buyers. Years of experience have demonstrated to them that 
more women depend upon The Journal, day in and day out, year in 


and year out, as their shopping guide. 


Portland’s 


PORTLAND - 


REYNOLDS-FITZGERALD, INC, NATIONAL REPRESENTATIVES 


PHILADELPHIA + DETROIT 
SEATTLE 


WEW YORK + CHICAGO 


SAN FRANCISCO - 


THE JOURNAL 


Afternoon Newspaper 


LOS ANGELES > 


USE JOURNAL SPACE 
—YOUR RETAILERS HAVE 
FOUND THAT OUT! 


* ae halimatiel & Feed, 


THE JOURNAL...1,634,815 
THE OREGONIAN...1,385,924 
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introduced a score of distinguished ‘ W : pany hopes to achieve national dis- rry a 
Brown Gets Award guests from industry and sovern. | Burton Ss hisky tribution by fall. It is expected | SOPPErS Names Be 
ment at the speaker’s table. more than 100 papers will be used. Koppers Company, Pitts ‘Teh, 


from Industrial 
Advertising Group 


New 
Brown, 
director of public relations, Bakelite 
Corporation, was presented an 
award today as the member of the 
Technical Publicity Association, 
New York chapter of the National 
Industrial Advertisers Association, 
who rendered the most dis- 
tinguished service in the cause of 
technical advertising. The presen- 
tation was made by Keith B. Ly- 
diard, Alan B. Sanger agency, presi- 
dent of the TPA, at the close of an 
all-day seminar held at Hotel Penn- 
sylvania in celebration of the local 
group’s 35th anniversary. 

Mr. Brown, whose work as an ad- 
vertising practitioner has been re- 
peatedly singled out for recogni- 
tion by organized advertising 
bodies, was president of the TPA 
in 1926, and has also served as head 
of the national industrial group 
and as chairman of the Association 
of National Advertisers. In accept- 
ing the huge bronze plaque which 
he received, Mr. Brown asserted 
that the service he has rendered to 
the TPA and industrial advertising | 
has been repaid twofold in the ex- | 
change of ideas it permitted with | 
both buyers and sellers of adver- | 
tising. “Despite all the criticism | 
leveled at advertising I never have | 
heard of anything that will take its 
place,” he declared. 


York, May 15 
advertising 


Allan 
manager 


has 


Hold Panel Discussions 

The day’s program was built} 
around the theme “How Industrial 
Advertising Can Reduce the Cost of 
Selling” and comprised four panel 
sessions divided by a luncheon at 
which W. L. Batt, president, SKF 
Industries, Inc., and chairman of 
the board of the American Manage- 
ment Association, was the speaker. 
Mr. Batt described industry’s selling 
job as the task of winning back the 
confidence of the public that the 
American way of free enterprise 
and business for profit is the 
tem the people want, not at all be- 
cause business wants it, but because 
it offers the most for the American 
people. 

“Just because the public has been 
satisfied for 150 years’ of free en- 
terprise is no guarantee that it will 
always be so,” he cautioned. 
“Therefore we have the continuing 
job of selling the system to the pub- 
lic.” Mr. Batt urged that the surges 
of employment in the capital goods 
industries be reduced as they have 
in some cases in the consumer goods 
field, so that labor may have a feel- 
ing of greater security in its work 
and thus look upon its job more 
favorably. 

W. A. Cather, The 
Wilcox Company, was general 
chairman of the conference. James 
R. White, Rickard & Co., was chair- 
man of the luncheon session and 


Ssys- 


Babcock & 
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Monitor Names Pepper 


Monitor Process Corporation, 
Jersey City, N. J., maker of liquid 
refrigerated dispensers, has _  ap- 
pointed J. W. Pepper, Inc., New 
York, to handle its advertising 
George Butterly, agency vice-presi- 
dent, is account executive. Direct 
|mail and magazines will be used. 


Two Appoint Wilder 


Drake & Co., pub- 
lisher, and Green Duck Company, 
maker of chrome steel fixtures, 
broilers and metal specialties, have 
appointed Almon Brooks Wilder 
Advertising Agency, Chicago, to 
handle their accounts. 


Frederick J. 


| 7 7 
Pointing Toward has elected E. A. Berry as treasy 
to succeed S. T. Brown, who re} red 


Copy is said to represent an in- | 


National Effort novation in the liquor field in that| recently. Myron T. Herreid 
it features a challenge to compare|elected vice-president of Kopype, 
New York, May 15.— American the quality of Burton’s with that of |Company, Minnesota division, ;; s; 
Distilling Company, whose adver- Competitive products in a message | Paul, succeeding E. L. Smith. Rk. Gg 
tising activity in recent years has | Signed by Russell R. Brown, presi- | McKinney was elected assistant sec. 
I limited » ‘ad iins dent of the company |retary and assistant treasurer of 
been limited to sporadic promotions Shae maken Te te canis ___ | Koppers’ Bartlett Hayward divicior 
in scattered local markets, is point- opy points out that in each mar-/| a+ Baltimore, succeeding Geo: E 


ket there are three leading blended | Probst, Jr., and H. H. Vorden 

whiskies, and asks that imbibers! who have retired. - 
taste Burton’s along with the others —_————— 

and make their choice. The ac- Two Name Wales 

count is handled by Buchanan & Co. Wales Advertising Company. New 

————- : coe ome been appointed to qd “ect 
| the advertising of Hulett House a 

Croghan Buys Interest | Cottages, Lake George, N. Y or 
Art Croghan, sales manager of Signal Hill Manor, Lake P cid 

WJBK, Detroit, has bought an in- | N, Y. Newspapers and magazines 

terest in the station. ‘are being used. 


ing toward its first national cam- 
paign in nearly three years in con- 
nection with the introduction of a 
new product. 

Newspapers in about 20 markets 
in the South, Midwest and North- 
west are now being used to intro- 
duce Burton’s blended whisky. New 
markets will be opened up as the 
summer progresses, and the com- 


\\ here was your sales curve .jn 


That was Saturday night, in 1939, 
What were your sales that week ? 
If they weren't where they should be, have they got an alibi? 


Did you support them with advertising that week—and consist- 


ently the weeks before? 


If not, why not? 


A week is a market tor your goods. As real a market as any town. 
You make more sales in ove week —in any one summer week —than 
you make in almost any town you can name, in a vear. The week 
is a digger market! 

Why not protect that Summer market? 

Too expensive, you sav? Pish & tosh! That’s the answer people 
gave twenty years ago—betore a switt advance in advertising you've 
been hearing about. And hearing. Radio protects every week's sales. 

It cures the irregular pulse of advertising, the chronic spot- 

> tiness of other campaigns. It closes gaps in sales-support that 

once were weeks and months wide. Radio does this because it 

enables you to cover every market every week every month; pro- 

tecting the w/o/e market with a “frequency of insertion’’ no ordinary 
budget can buy anywhere else. 

That's hardly news to Chrysler, Pet Milk, Liggett & Myers and 
Ford. Or Procter & Gamble and Lady Esther. These companies 


, 


and many others, have discovered — and have put into use—the techno- 


DISPLAY IDEAS 


BY CRYSTAL 


. COMPLETE SERVICE 
1 UNDER ONE ROOF 
' 


COUNSEL - DESIGN - FABRICATION 


CRYSTAL MFG. CO. 


CHICAGO + NEW YORK 
1725 Diversey 7 East 42nd St 
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‘company. G. F. Mills and J. W. ° “1: rooms in full color before deciding A 
L T Advances Spitzer, vice-presidents of Lord « Sherwin-Williams on color schemes, and which was MORE GUM IDS 


Jones, Faryon; Thomas of Canada, Ltd., have been | Starts Educating described in the March 11 issue of | 


elected directors of that company ADVERTISING AGE. 


Shifts Canadians frre cape ong oe nf U. S. in Color Use One of the purposes of both the : AT LAST! . 


: ; | booklet and the style guide, accord- : 
| New York, May 14.—Election of | sociated with the Canadian com- Cleveland, May 14.—A gigantic| ing to the company, is “to start a COMMON-SENSE RELIEF OF 
several vice-presidents and various | pany 10 years, five years as mem- | effort to educate Mr. and Mrs. Citi- 


real renaissance in color and snap 


2 transfers of authority have been an- | bers of the executive committee. | zen in the proper use of color in the |us out of our timid buff-and-taupe ACID INDIGESTION 
f nounced by Don Francisco, presi- |W. G. Power, Jr., manager of the | home has been undertaken by The | rut.” 
n ontreai office since , Nas en aruyim < Wis . P ; ae —_. IN DELICIOUS, HAN 
gent of Lord & Thomas. Montreal office 1938, has been | Sherwin - Williams Company, ae | S. HANDY 
“ Howard Jones, who has been a | elected a vice-president of the/through distribution of 4,000,000 — RM 
Lord & Thomas executive in New | C@nadian company. “Home Decorator and Color Guide” Pushes Tenderay Beef CH 
york, will return to Chicago, where | —_____—_. booklets. | _ Westinghouse Electric & Mfg. | . 
ye formerly was in the advertising | . . The distribution of this 24-page | Company, Pittsburgh, is using daily | 
. vas ess, aS a vice-president. Reg | 2° Pictorial Feature booklet with its 109 color photo- | newspapers and about 60 weeklies) SEs Sos 
n R. Faryon, managing director of | Nancy Schwartz, formerly with | graphs is correlated with the dis- yd -_ Ste eee a of po ae Sen Sle sweat 
tee gg — Abas Bris Piper Aircraft Corporation, Lock- | ¢ 5.44; Sekai acter paint- | deray. beef in Brooklyn and Long | sm mee seam ewes ’ 
d Lord . Thomas of Canada, Ltd., haven, Pa., has been appointed com- tribution ” saree ene hp paved Island territories. Morning radio | seeds sve seem won socom 
1 goes to the Chicago office as a vice-| mercial sales and promotion man- | ©S of the impressive style gulde,|»+ograms supplement the news-| Ziewzso=tomens 
president of the agency, retaining | ager of Pictorial Feature Service, | '" album form, which enables|paper space. Fuller & Smith &| S@*:=csn> 
his directorship in the Canadian | New York. |householders to see homes and 


Ross, Cleveland, is the agency. | Sr ton exp piece Ot COE toey 


4 


CHOOZ......... 


QUICK RELIEF OF ACID INDIGESTION 
SO DELICIOUS-SO HANDY 


| Newspaper copy in Hartford for Chooz, 
| new chewing gum acid indigestion prod- 
| uct developed by White Laboratories, 
which also makes Feen-a-mint. 

} 


Campaign for 
French Roquefort 
Again Deferred 


Chicago, May 13.—Henri Cassou, 
who is in charge of export business 
‘for the Roquefort Association, of 
France, came to Chicago Friday to 
give the Buchanan Company the 
go-ahead sign on a heavy news- 
paper campaign, but was obliged 
once again to defer this idea when 
news of Germany's invasion of the 
low countries came over the cables 
Mr. Cassou departed for New York 
where he will linger awhile in the 
hope that the oft-postponed adver- 
| tising can be reinstated in the near 
future. 

Before departing, he expressed 
optimism that all will be well. The 
French roquefort is produced in the 
southwestern part of France, so that 
interruption of production is incon- 
ceivable. French boats are con- 
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logical advance in advertising made possible by radio: a major 
sales impact every week —within a practical budget. All these 
advertisers now protect their sales 52 weeks of the year; 
fighting as successtully tor their share of the Summer 


market as they fight tor ‘Texas or Illinois. Why shouldn't they? 


‘ - F E ‘ , stantly sailing for the United States 
Compare retail sales, payrolls, or production: Summer is three times to pick up war supplies and are 

‘ ; , glad to have cargoes of cheese or 
as big as UWlinos! 


anything else. As a matter of fact, 
shipments of roquefort have been 
heavier than usual. Prices are 
slightly below normal and France 
needs American dollars, so that all 
concerned are anxious to resume 
promotion. 

The regular fall campaign was 
withheld last fall upon declaration 
of war. Normally, the spring cam- 
paign begins in March, when new 


cheese begins to arrive, but condi- 
summer day at home! tions did not seem propitious this 


Radio makes this market as easy to protect, and expand, as any 
other. There are now 6,500,000 automobile-radios on the road. 
There are 1,000,000 more new portable sets, travelling wherever 
America travels in Summer. (The people who go away don’t yet 


away —from radio!) And 21,g00,000 families are vows to listen each 


year and advertising was postponed 
Clearly, radio listening is no exception to the habits that make this until May, only to be deferred 
: again. 
nation ainarket.Insum- Germany was until the new war 
a heavy consumer of roquefort. 
mer asin winter, people Norway also bought heavily. Both 
é r markets are of course inaccessible 
Did you know that CBS Summer billing was eat and dress, shop and ut present | England has never been 
53% higher last Summer than the year a large buyer. 


spend, work and have 


hefore? That more families listened to radio 


last Summer than in any previous Summer? babies. Summer makes 
That you can safely expect more families will little change in the daily 
listen this Summer than last? 


routine of the vast bulk 


And did you know that CBS is now carrying a 


higher volume of advertising than any other of families oe hy 


network: setting seven successive network not tell your story to 


records for any year on any network, month them every week? 
after month for the past seven months? , ; , 
Radio makes it possible. 


hw 
And profitable.*® 


Columbia Broadcasting System @ 


| KAUFMANN & FABRY CO 


425 $. WABASH AVE ° CHICAGO 


TELEPHONE * HARRISON 3135 
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W orld Fairs and World Wars 


The reopening of the world’s fairs 


in New York and San Francisco 
cannot fail to emphasize the con- 
trast between fortunate America, 


where human progress and happi- 
ness are given ideal opportunity to 
expand and flourish, and war-torn 
Europe, where force has been made 
the sole decisive factor in the desti- 
nies of a large part of the popula- 
tion of the world. 

The millions who attend the fairs 
this year will see in some measure 
the achievements of other lands as 
reflected in their arts and indus- 
tries, but much of the international 


scene has been obscured by the 
blackout of total war and ruthless 
destruction. Yet our own demon- 


stration of industrial and artistic 
advancement, with im- 
provements from last year’s shows, 
will again excite, impress and 
stimulate every man, woman and 
child who passes through the gates 
of the fairs. 

Even more than’ educational, 
however, will be the reaction 
Americans to this great exhibit of 
the products of a progressive nation 
at peace with the world and desir- 
ing to remain at peace. In the light 
of events across the seas, now seen 
at short range with the 
impact of ringside observation, 
every American who is_ thrilled 


repeated 


of 


shocking 


with the picture of the opportuni- 
ties and of life in his 
native land will be equally thrilled 
with 


blessings 


the consciousness that it may 
fall to his lot to defend it. 
The war is a long way off in 


miles, but only a little way off in 
thought and feelings. The 
bility that soon or late we 


possi- 
too may 
be called upon to protect the heri- 
tage of and 
which has 
erations of 


freedom opportunity 


been accepted by gen- 
Americans as common- 
the grim realities of 
war in Europe seem close at hand, 
menacing the safe and serene exist- 
ence which with few interruptions 
has marked the growth and devel- 
of the 


place makes 


opment greatest country in 
the world. 

Seeing the fairs will help to unite 
and solidify the overwhelming 
sentiment of the great majority of 


patriotic citizens who make up the 
American nation. Realization of 
the need for strong national defense, 
for efficient industry and for a 
vigorous and healthy citizenship 
should do much to speed the work 
of preparation which, matter 
what events may befall, must give 
America the 
resistance to whatever enemies may 
challenge her in the future. 

A united America 
peace or war. 


no 


power for successful 


cannot fail 


in 


What's an Advertising Manager? 


ADVERTISING AGE is now publish- 
ing a of reviewing 
the findings of a national survey on 
the functions, responsibilities and 
compensation of man- 
agers conducted by the Advertising 
Club of Chicago. The 
returns covered hundreds of adver- 
tising executives of companies in 
all lines of business, and hence may 


series articles 


advertising 


Managers’ 


be regarded as truly representative 
of the advertising function as cov- 
ered in the study. 

The results do much to dispel the 
cultivated quarters, 
that the advertising manager is in 
most merely a_ high-class 
office boy who performs a routine 
chore of no great importance. While 
it is true that a job in most cases 
turns out to be just about as big as 
the who fills it, the evidence 
presented in this study proves con- 
vincingly that management recog- 
nizes the importance of advertising 
and assigns able men to supervise 
and direct it. 

There is nothing strange about 
this situation. Advertising is too 
important to business to be admin- 


idea, in some 


cases 


man 


istered by executives not fully 
capable of manipulating it to meet 
the constant for 
in marketing strategy and merchan- 
dising tactics 
in company 


and 


demands changes 
Advertising men sit 


councils on marketing 
Then 
activities thus encompass far more 
than the planning and production 
of copy and other advertising ma- 


terial. 


help to shape policies 


This too is easy to understand, in 
view of the present-day services of 
advertising 
relieving 


agencies, which, by 
advertising managers of 
mechanical production details, free 
him for liaison work between sales 
and advertising and impose greater 
burdens from a 
standpoint. 


merchandising 


The average advertising manager, 
it has also been revealed, is not the 
will o’ the wisp he used to be con- 
sidered, flying from post to post at 
frequent intervals. On the other 
hand, it is his long experience in 
handling the marketing and adver- 
tising problems of his company 
which makes his work so valuable 
and his job so important. 


NEW TRAVEL HAZARD FOR MOTORISTS 
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“Do you have maps of this station?” 


| this 1940 edition of its annua! , 
| ket data book. The study is di. ideq 


Ad-libbing 


All About Shaving 


Shaving, a masculine rite not yet 


fully usurped by the distaff side, is | 


a seemingly until 
attempted with a worn-out blade, 
cold water and the wrong kind of 
shaving cream. Then it can become 
man’s worst nightmare and_ his 
thorniest pre-breakfast cross, lead- 
ing to all sorts of trouble during the 
rest of the day. It is therefore a 
pleasure to report that, in at least 
one of the many laboratories of the 
Mellon Institute at Pittsburgh, sci- 
entists are busily at work to im- 
prove the situation. 

These scientists, social as well as 
shaving-minded, have discovered 
that there are some 31 variables in 
shaving conditions which influence 
user satisfaction. Some of them are 
the time of beard softening, tem- 
perature of the softening water, 
hydro-gen-ion (?) concentration of 
soap or other medium, time elapsed 
prior shave and condition of 
skin and hair as influenced by fa- 
tigue, by sunburn, windburn and by 
dietary factors. 

The average male face, in its most 
unpleasant or pre-breakfast state, 
some 24,000 whiskers, each 
about 0.006 of an inch in diameter 
(We haven't checked up on these 
figures.) The effective length 
most safety razor blades is consid- 
ered as divided into 240 segments, 
each 0.006 of an inch long. Thus, 
in a once-over shave, each segment 
must clip 100 whiskers. This infor- 
mation is supplied us by the Mellon 
fellowship maintained by the Maga- 
zine Repeating Razor Company 


When War Comes 


It may be an accident but adver- 
tising copy in current newspapers 
and magazines seems to become 
much more cheerful concurrently 
with the furious ride of the four 
horsemen across the Atlantic. War 
has always stimulated demand for 
literature of the happier sort, while 


simple process 


since 


bears 


peace tends to boom sales of those 
grim books that look the sordid 
facts of life in the eye. A small 


survey indicates that the same trend 
may hold true in copy. 

The appeals to fear impulses 
seem less evident. In their place is 
such copy that used in the 
“breath-insurance” appeal for Life 
Savers. The Steig drawings are 
funny, and copy dealing with this 
once horrendous sin is equally 
smart. Another humorous piece of 
copy in the same magazine is the 
Talon advertisement, with an illus- 
tration of a gentleman attired in a 
barrel, apparently because he had 
depended upon the wrong brand of 
slide fastener. Mennen also uses a 
humorous appeal for its lather 


as 


of | 


aeaieeeiieeeieeeens temel 
shave. Instead of a warning about 
what might happen to the face of a 
man who didn’t use the “right” 
cream, the ad pictures a happy indi- 
vidual shaving away while his 
house was on fire. Accosted by a 
fireman, he replies, “I hadn’t even 
noticed it was burning—I'm_ using 
Mennen menthol-iced lather!” 
Right below that is another car- 
toon picturing a gentleman at a 
dinner party. Instead of eating, 
however, he is busily sewing a but- 
ton on his shorts. “Someone,” says 
the copy, “ought to tell him about 
shorts with Grippers!” And even 
the good old “pink toothbrush” 
theme for Ipana is given a new 
twist in copy picturing dad and 
daughter in conversation. Daughter 
admits that “pink toothbrush” 
“rotten break” for her, but as the 
conversation ends one gets the idea 
that going to use Ipana and 
everything will turn out all right. 


is a 


she’s 


Union Education 

If we were to award a palm at 
this precise moment for the out- 
standing “report” or explanatory 
booklet of 1940, we would not hesi- 
tate to award that palm to “Grow- 
ing Up,” a report on 21 years of 
educational effort by the Interna- 
tional Ladies’ Garment Workers’ 
Union despite the fact that the 
booklet was actually produced, not 
this year, but in 1938. 

The reasons for our of a 
1938 booklet for 1940 honors are 
very simple: first, we didn’t see the 


choice 


booklet until the other day; and 
second, it does at least as good a 
job as any we have ever seen It 
tells its story more effectively and 
more dramatically than anything 
that has come to our attention in 
a long time. This booklet has that 
inner something—in format, in de- 
sign, in construction and in feeling 

that too many corporate annual 


reports and too many discussions of 
business problems lack If you 
want to know how an outstanding 
labor organization talks to its own 
members—and if you want to 
pleasantly surprised—get a copy 
from the educational department of 
the International Ladies’ Garment 
Workers’ Union at 3 W. 16th street, 
New York 


be 


Jottings .. . 

Sharples Corporation, Philadel- 
phia, celebrated its 25th anniversary 
with a banquet, organization of 
“The Sharples Veterans,” and with 
distribution of a handsomely done 
silver folder showing pictures of the 
banquet, the veterans, and ex- 
pounding the company’s principles 
of operation as set forth by Philip 
T. Sharples 


—— 


Information 
for 
Advertiser 


———— 


The following documents may 


secured without charge from com. 
panies sponsoring them, or th; ig] 
ADVERTISNG AGE, by any nationa! 
advertiser or advertising icy 
executive writing on his bus nec 
letterhead. 
| No. 1644. Valuable Data o 
York. 
The New York Sun has led 


into four sections: advertising re. 
cording volume published b: 
eight general dailies in New Yor: 
City in each classification d 


| 1939; circulation, giving compara- 
| tive records of each paper; editvria}. 


covering The Sun’s contents, and 
finally, facts about the market 


No. 1645. Proof. 

In this brochure, Look demon- 
| strates its ability to sell merchan- 
|dise. Reproductions of retailers 
newspaper advertisements whic! 
tie-in with Look’s national accounts 
‘and editorial matter, and letters 
'recounting results of the tie-ups 
tell the story. 

No. 1646. Hawaii's Commerce 


Honolulu Star-Bulletin has issue 
this folder, which reprints Depart- 


ment of Commerce statistics pro- 
viding a summary of shipments 
between Hawaii and the United 


States mainland in 1938 and 1939 


No. 1640. Pulling Power. 


This folder, issued by Barron G 


|Collier, Inc., recounts results of the 
|use of transportation advertising by 


several brewers, and shows exam- 


|ples of a number of their car cards 


|No. 1636. Continuing Data File on 


San Francisco and The 
Bulletin. 

The Call-Bulletin, San Francisco, 
has issued this distinctive piece 
which consists of a file holding 
several booklets and is roomy 


Call- 


}enough to hold later material which 


will keep the file up to date. The 
file now contains a study of Scotch 
whisky sales, a folder called “Facts 
About Liquor in San Francisco and 
Other California Markets,” market 
data on San Francisco and facts 
about the paper. 


No. 1622. WEEI Helps Lay Plans 
with Expedition. 

In this folder Radio Station WEEI, 
Boston, shows how it has grown t 
the stature of a community institu- 
tion, depended upon for neighbor!) 
suggestion and advice. The folde! 
relates a specific instance of the re- 
liance of listeners upon WEEI serv- 
ices. 


No. 1619. Something Specific. 
The story of a test offer made by 
a local jeweler is related in this 
folder issued by Radio Station KLZ 
Denver, giving specific sales results 
obtained through two announce- 


iments on the station’s news« 


No. 1638. 


Mason. 


The Women and Mar 


A success story of the 
Forum program, conducted by Mar) 
Mason, is related in this foilde! 


jissued by Station WRC, Was!iing- 
| ton, m ©. 
| covered 
|products advertised since last Jul) 


of subjects 


a t ¢ 


An outline 
in the program, 


and statements from listene! 

advertisers tell the tale. 

No. 1614. An Analysis of OM 
Liquor Sales. 

The Cleveland Press has issucd 


fifth annual survey of the 

liquor market, which includ ie 
tailed sales information for 4 
brands in all classifications, “'™ 


data on both wholesale and 

selling operations. A new fea‘urt 
of this study is a sales map 
each county shown in proportion \ 
total dollars spent for liquor du!'ng 
the year. A large map accompany- 


na 


ing the study shows Ohio’s wet 
dry counties. 
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HC Introduces 
Refrigeration 


to Farm Field 


New Unit Also Will Be 
Adapted to Uses in 
Industry 


Chicago, May 16.—Recent adver- 
tisements in bakery papers, as weil 
a> 
have heralded International Har- 
vester Company’s invasion of a new 
field—refrigeration. The company 
has been marketing milk coolers for 
farm use for five years. Its ex- 
pansion of the farm line and entry 


into many new industries, such as 
the bakery, flower, beverage and 
meat, follows development of a 


patented pneumatic water agitating 
device which lowers temperatures 
rapidly. This invention maintains 
the water within the cooling com- 
partment at a constant temperature 
by keeping it in motion around an 
ice bank built up by the refrigerat- 
ing unit. 

Both electrical and gasoline- 
powered coolers are being promoted 
in the farm field. To industry, In- 
ternational Harvester, in line with 
its long policy of developing new 
products almost constantly, is offer- 
ing a package unit designed to play 
efficient and economical role 


in 

wherever either refrigeration § or 

cold storage space is required. 
Invitation to Farmers 

Pages and “pony. spreads” in 


color were used in Hoard’s Dairy- 
man and Midwest Farm Paper Unit 
to introduce new walk-in and 
reach-in coolers in combination 
with other dairy equipment in the 
company’s line. A_ special appeal 
was incorporated to farm wives, 
often the key influence in such pur- 
in the guise of a formula 
for making dairy spread for waffles, 
toast, biscuits, etc. 

Black and white pages and 
smaller units told the same story 
in Agricultural Student, Alabama 
Farmer, Arkansas  Agriculturist, 
Ayrshire Digest, College Farmer, 
Cornhusker Countryman, Cornell 
Countryman, Dairyman’s Journal, 
Georgia Agriculturist, Guernsey 
Breeders’ Journal, Holstein-Friesian 
World, Iowa Agriculturist, Jersey 
Bulletin, North Carolina State Agri- 
culturist, Pennsylvania State Farm- 
er, Purdue Agriculturist, Shorthorn 
World, Tennessee Farmer, Western 
Livestock Journal and Wisconsin 
Country Magazine. 

The latest achievement by Inter- 
national Harvester engineers is re- 
lated to the increasing popularity of 
refrigerated lockers in agricultural 
circles. These lockers are usually 
operated by slaughtering houses 
and rented by farmers for storage 
of meat. IHC reasoned that since 


M : 
ENGRAVING COMPANY 


@ STERLING QUALITY Photo- 
engraving in Color Process, Black 
and White, Ben Day and Line 


@ WET PROOFING on Four Clay- 
bourn Automatic 4-Color Proofing 
Presses 


@ DAY AND NIGHT SERVICE 


< 304 EAST 45th STREET 


sch 


chases, 


"3° 


long list of farm publications, | 


such lockers met only a few of the 
farmer’s myriad requirements, the 
logical solution of his problem was 


equipment which would provide 
every type of cooling and refrig- 
erating service. The company ac- 


cordingly built ten walk-in coolers 
ranging from 110 to 572 cubic feet 
capacity. The coolers may _ be 
equipped to serve as cold storage 
boxes or they may be equipped 
with quick - freezing compartments 
which will keep meats, fish, poultry, 
fruits or vegetables in prime condi- 
tion over long periods. Further- 
more, farmers with minimum re- 
quirements for such facilities may 
band together to make installations. 

The walk-in coolers range 
price from $600 to slightly more 
than $1,000, compared with an 


average cost of $100 per year for 
refrigerated lockers. For $140 more 
the cooler may be equipped with a 
12-cubic-foot quick-freezing depart- 
ment, maintaining temperatures 
from zero to ten above. The walk- 
in coolers differ only in size 


Range of Prices 


Finding that the water agitating 
device was equally effective’ in 
cooling other liquids, IHC brought 
out water coolers, coolers for use 
by beverage dispensers and bottlers, 
bakeries and others. The same unit 


has been successfully used in an air 


|}cooling unit, suggesting’ still wider 


in | 


applications. 
The perfection of the new line 
| has necessitated training of new 


sales and service forces, and, equally 


new distribution  alli- 
ances. The cooling equipment for 
the baking industry, for instance, 
will reach it through the channels 
from which it usually buys—bakery 
supply houses. The company 
also. working with many other 
manufacturers of equipment used 
where a_ refrigeration problem 
present. 

International Harvester Com- 
pany’s advertising handled by 
Aubrey, Moore & Wallace, Chicago. 
The advertising manager of IHC 
is A. C. Seyfarth. 


important, 


1S 
Is 


IS 


Appoints Goldman 
Improved Mfg. Company, Ash- 
land, O., maker of leather jackets, 
has appointed the David Goldman 
Company to handle its advertising. 


Waters Heads Ad Club 
Herbert S. Waters, sales manager 
of the Kresge department store, 
Newark, N. J., has been elected 
president of the Advertising Club 
of Newark for the fourth successive 
year. Others elected were Arthur 
DeB. Robbins, first vice-president: 
A. W. Levin, second vice-president: 
Emanual London, treasurer, and J. 
Douglass Gessford, secretary. 


McKay Heads L. A. Group 

Howard M. McKay of Foster & 
Kleiser Company has been elected 
president of the Sales Managers 
Association of Los Angeles. Othe: 
officers are Gordon J. Holmquist, 
first vice-president; Charles’ E 
Arnn, second vice-president; Guy 
Colvin, third vice-president; Harri- 
son Matthews, executive secretary 


IN NEW YORK” 


“MAN! WHAT | WOULDN'T 
GIVE FOR A GOOD LOW 
COST SHOW TO AIR 


EAL coverage of the New York 
market —that’s what WEAF and 
WJZ participation programs offer 
radio advertisers with limited budgets. 
It’s the type coverage and audience 
that major stations—and only major 


ie 


bare +f , 
Ay OR Pr 


stations —provide in this vast market. 
Yet it is priced moderately, whichever 
program you choose. 

So check these FIRST: Rad Hall's 
FORTY WINKS CLUB, 6:30 to 7:30 
A. M., daily except Sunday on WEAF; 
Ed East's BREAKFAST IN BEDLAM, 
7:00 to 7:55 A.M., daily except 


“THAT'S EASY, JOE! 


WEAF AND WJZ HAVE THREE 
CLIENT-TESTED PARTICIPATION 
PROGRAMS. I'D LOOK THEM 


OVER IF | WERE YOU” 


sponsors, 


Sunday on WJZ; and Nancy Craig's 
WOMAN OF TOMORROW, 9:00 to 
9:30 A.M., Monday through Friday 
on WJZ. All three are client-tested, 
result-getting opportunities, proved 
sellers of a wide variety of products 
in the New York market. 

Ask any NBC Spot Salesman for com- 


plete information — past and present 


mail pull, sales results. 


N. B.— WEAF and WJZ are the only major network 


stations in New York with station guaranteed time. 


Always check them FIRST! 


SPOT Sales Offices 


NEW YORK 
CHICAGO 

SAN FRANCISCO 
BOSTON 


CLEVELAND 
DETROIT 
HOLLYWOOD 
PITTSBURGH 
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THe AMERICAM PROBE! 


Tas as Liquids 
comcreeaty a, 


Latest addition to American Products 

Company line is this white shoe cleaner. 

The small counter card shown here con- 

tains a tube of the cleaner and one of 
the applicator sponges. 


Consumers Union 
Tests Show 85% 
Acceptable: Masters 


But Only 20% Are 
"Really Good Buys," 
Marketers Are Told | 


New York, May 14:—Consumers | 
Union of the United States is “not 
very strong” and is “not growing | 
sensationally but is growing,” Dex- 
ter Masters, publications director of | 
the organization, told the spring 
meeting of the American Marketing | 
Association here last weekend. 

Mr. Masters declared that the | 
opinion held by most people that | 
CU publications brand 90 per cent | 
of all products as “not acceptable” 
is false. As a matter of fact, he 
said, only 15 per cent of products | 
tested are so rated. 

Instead of working to break down | 
the system of free private enter- | 
prise as has been charged, CU is | 
actually doing its bit toward build- | 
ing up our economic system in 85 
per cent of the cases, he declared. | 

The speaker hastened to add that 
many of the famous advertising 
names of the country are repre- 
sented in the “not acceptable”’ list. | 
Among those he mentioned were | 
products of General Electric, Libby, 
Congoleum, BVD, Zenith, Pepperell, 
Cannon and Ipana. 


How CU Rates Them 


CU tests indicate, he said, that 
only two out of ten products are 
“really good buys,” three and one- 
half are fair products but fall short | 
of meeting advertised claims, three 
are poor and should be bought only 
under unusual circumstances, and 
one and one-half are not worth 
buying under any circumstances. 

To illustrate what his organiza- 


SHUT OUT YOUR DEADLINES WITH 


pag 


SPEED... 


Just phone us—that’s all. We'll call for 
your plates, mats, artwork, booklets— 
anything, everything—route them di- 
rect and fast; deliver them promptly 
on arrival. Low rates, and no extra 
charge for pick-up and delivery in all 
cities and principal towns. 

When super-speed is your need, use 
Air Express —3 miles a minute, day 
and night service. 


RAILWAY 
“XPRESS 


AGENCY INC. 
NATION-WIDE RAIL-AIR SERVICE 


tion is doing in the way of con- 
sumer education, Mr. Masters told 
of an experience in testing radio 
sets. An RCA set, priced at $44.95, 
was found to be identically the 
same as One sold under a Sears, 
Roebuck label for $24.95. Sears no 
longer sells the RCA set under a 
private label, he added 


Price No Criterion 


Another test which revealed, ac- 
cording to the speaker, that prices 
often have no relation to quality 
was some research done three years 
ago on vacuum cleaners. Among | 
| the best products tested was one | 


portant in the long run.” He de- ‘Elect Gerth i A's 


scribed its part as “like insulin in 


‘the treatment of diabetes—an aig | Chapter Chairman 


| other 100,000 library readers. 


to the cure rather than the cure Edwin P. Gerth, Gerth-Knollin 

itself.”’ | Advertising Agency, San Francisco, 

|has been elected chairman of the 

Influences 300,000 Northern California Chapter of the 

| Four A’s. A. C. Farlow, J. Walter 

In response to questions from the | Thompson Company, is vice-chair- 

floor at the conclusion of the|man, and Frederick W. Duerr, Ruth- 

session, Mr. Masters declared that | rauff & Ryan, Inc., is secretary- 
CU has 85,000 members, that be- | easurer. ; 

tween 250,000 and 300,000 people Alvin Long has been appointed 


see its magazine, with perhaps an- ‘ety commitee newly-created pub- 


He said that CU performs only | Bland to Omaha 


| about 25 per cent of its testing, with | 


the remainder done by about 200|_ Ben S. Bland, formerly with 


‘appliance selling for $29, another | research people, many of them uni- | WOR, New York, and the Cleve- 


at $60 and another at $80. 


Mr. Masters admitted that CU is| their services. 
“playing a temporary role, unim- 


|land Plain Dealer, has joined the 


versity technicians who contribute promotion department of the Omaha 


Commercial testing 


laboratories are also employed. ‘tional copy. 


World-Herald in charge of promo- | 


Gans Tnenis Home 
Appliance Division 


Casco Products Corporation, 
Bridgeport, Conn., maker of elec- 
trical automotive accessories, has 
established a new home appliance 
manufacturing division. 

A. O. Samuels, former president 
of the Samson- United Corporation, 
Rochester, N. Y., has been made 
general manager with Jack Schen- 
berg, former assistant secretary and 
director of merchandising of San “ 
son-United Corporation, as assistan: 
manager. 


Thorpe in Radio Dramas 
Some of the highlights of the 
career of Jim Thorpe, American 
Indian athlete, will be made into 
radio dramas by Fred C. Mertens 


'& Associates, Los Angeles. 


THE SWEET POTATO 
THAT BECAME A 


NTIL Dr. Julian C. Miller frightened a plant into 
motherhood, all American grown sweet potatoes 
came from tuberous roots bred in the tropics. Our 
native sweets never produced seed. And without seed 
there could be no improvement in existing plants. 


But now American farmers can breed undreamed- 
of types... juggle chromosomes and perhaps find 
that long-awaited paragon, the perfect supersweet 
which will beget plants true to form from seed. 


Down at Louisiana State University, Dr. Miller 
nursed a potted sweet potato plant through its first 
winter under glass... tenderly set it out next spring 
along a trellis. 


Then, the second year, he cut a cruel gash three 
quarters through the vine . .. blockaded the roots, 
forced sugars and starches into leaf and stem. 


Shocked by this treachery, the plant made her 
heroic decision. Though it might cost her life, she 


AGRICULTURE'S TOP TWO MILLION 


would burst into bloom and seed, to make secure 
the perpetuation of her family. 


This is just part of a thrilling story of plant breed- 
ing in Country Gentleman. The map-changing 
consequence of this particular chapter is that the 
sweet potato plant may provide the South with a 
livestock feed for the first time in history. It is 
also part of a deep-rooted reason why you should 
perpetuate your product through the advertising 
pages of this magazine. 


For reading like this is meat and drink to Agricul- 
ture’s top two million families ... high calorie 
nourishment that hits them in the bread basket 
right where they live. Remember that Country 
Gentleman is packed with this kind of vital news 
of livelihood month after month and year after 
year, and you begin to realize why no other maga- 
zine Can mean quite so much to its readers... or 
its advertisers! 
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‘Pleasure Time’ 


Renewed; Summer 


Show for Johnson 


New York, May 15.—Liggett & 
Myers Tobacco Company has re- 
newed the “Pleasure Time” series 
featuring Fred Waring for Chester- 
field cigarets, effective June 17. The 
program is aired daily from 7 to 
7:15 p. m. over 91 stations of the 
Red network of the National Broad- 
casting Company. Newell-Emmett 
Company has the account. 

Ss. C. Johnson & Son, Inc., will 
replace “Fibber McGee and Molly” 
with a musical series, “America 
Sings,” for the summer season, be- 
ginning July 9. The summer pro- 


gram, featuring Meredith Wilson 
and his orchestra, with Kay ; 
|Germaine and Ray Hendricks as 
| vocalists, will be heard at the same 
| time on Tuesday, from 9:30 to 10 
. m., and on the same network of 
|78 NBC Red stations. Needham, 
Louis & Brorby is the agency. 
News for Twenty Grand 


Axton-Fisher Tobacco Company 


| will return “Bob Garred News” to | 


| the air May 20 for Twenty Grand 
|cigarets. The program, which has 
| been off the air since April, will be 

heard on Monday, Wednesday and 
| Friday from 9:45 to 9:55 p. m. on 
| five stations of the Pacific network 
|of the Columbia Broadcasting Sys- 

tem. Weiss & Geller is the agency 
| handling the program. 


_Auto-Lite Promotion on 


| Four-Season Basis 


| USL Battery Corporation, Ni- 
agara Falls, N. Y., will key a dealer 
merchandising drive to a four-sea- 
| Son promotion plan to. stimulate 
spring and summer Auto-Lite bat- 
| tery sales, leveling out the fall and 
| winter business peaks. 

This will be correlated with copy 
to appear in general, farm and 
business publications which will 
feature “Two Amazing Inventions 
Double Battery Life.” 


Harlan Joins Agency 

Ridge L. Harlan, who has had 
charge of advertising and merchan- 
dising for Colorado Celery, Inc., 
| Denver, has joined Gerth-Knollin 
Advertising Agency, San Francisco, 
as copywriter. 


Below-Cost Sales 
Ban Knocked Out 
in Pennsylvania 


Pennsylvania supreme court, meet- 
ing yesterday, declared unconstitu- 
tional Pennsylvania’s Fair Sales Act 
of 1937. In so doing, the state’s 
highest tribunal upheld decisions by 
Allegheny county and state superior 
courts. 

The law was placed on the com- 
monwealth’s statute books by the 
administration of former Gov. 


George H. Earle, and prohibited the 
selling of merchandise at prices 
below cost. The high court held 
that the portion of the act worded 
as follows was contrary to both the 
state and federal constitutions: 
“Advertising, offering for sale, or 
sale of any merchandise at less than 


cost by retailer or wholesaler is 
prohibited.” 
State Had Appealed 
The decision resulted from an 


appeal taken by the state and was 
the third handed down by the 
courts since the quashing of an in- 
dictment against Ben P. Zasloff, 
merchant of McKeesport, Pa., who 


was charged with selling goods 
below cost. Zasloff was arrested in 
1938, but the indictment was 


quashed when he appealed to the 
Allegheny county court. The action 
of the lower court subsequently was 


sustained by both the Allegheny 
County quarter sessions and 
superior courts. The courts held 


that there was an improper exercise 
of the commonwealth’s police power 
in the prohibition on below-cost 
selling. 

During argument of the case, 
Justice Horace Stern pointed out 
that there is no clause in the Penn- 
sylvania statute which outlaws will- 
ful underselling deliberately  in- 
tended to be ruinous. Such a clause 
is contained in similar acts in other 
states, said Justice Stern. Chief 
Justice William I. Schaffer com- 
/mented that the act “was. un- 
American.” 


USE TAX INVALIDATED 
BY IOWA HIGH COURT 

Des Moines, May 14.—The Iowa 
supreme court today invalidated the 
'use tax law of this state, insofar 
its attempts to levy a tax on 
| sellers in other states is concerned. 
The unconstitutionality of the law 
split the high court, 5 to 4, with 
Chief Justice W H. Hamilton 
among the dissenters. 

The act, now declared invalid, 
levied a tax of two per cent on 
articles purchased outside the state 
for use in Iowa, and is similar to 
;acts in a number of other states. 
| The case, brought to the highest 
| court in the state, resulted from the 
| refusal of Sears, Roebuck & Co. and 
| Montgomery Ward & Co. to collect 
| and remit use taxes on mail orders 
filled in offices outside the state and 
sent to purchasers within the state. 

The supreme court’s majority de- 
cision held that the state has no 
authority to regulate the business 
activities of companies doing busi- 
| ness outside the state. In attempt- 
ing to force Sears to collect the tax 
and remit it to state authorities, the 
| state had threatened to revoke its 
|permit to operate retail in 
lowa. 
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Make Weaver 
Ad Manager 


Don Weaver has 
advertising manager 
Record, Alva, Okla., succeeding 
|Frank Bernatt, who has become 
advertising manager of the Potter 
County News, Amarillo, Texas. 
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Hotpoint Salesmen 
‘Laying Bricks’ in 
Appliance Drive 


Chicago, May 14.—Salesmen for 
Edison General Electric Appliance 
Co. and distributors of its Hot- 
point line are “laying bricks” this 
spring and summer in a “Brick 
House” appliance selling campaign 
which is attracting attention be- 
cause of its clever handling of a 
merchandising job. 

A basic plan book has been issued 
by Clinton Brown, campaign man- 
ager, which details the program in 
amusing artwork and copy. The 
book is so arranged that it can be 
adapted to the individual require- 
ments of utilities and their sales- 
men. 

Every appliance or per cent of 
quota is represented by a brick in 
an imaginary house. So many 
bricks will be required to build this 
house and each salesman is assigned 
a certain number of bricks to com- 
plete his section of wall. A double 
page, showing a section of wall con- 
taining 100 bricks, can be used by 
a salesman as a score card. One 
page is devoted to advertising, the 
brick idea being carried to the point 
where the various means of adver- 
tising are used to build public ac- 


ceptance. Inspirational corner 
sketches depicting what “Confucius 
Didn’t Say” are used on several 
pages. 


Price President of 
Financial Advertisers 


Chester L. Price, advertising man- 
ager, City National Bank & Trust 
Company, was elected president of 
the Chicago Financial Advertisers 
at the annual meeting May 13. Mr. 
Price succeeds Robert Lindquist, 
American National Bank & Trust 
Company, who becomes a director. 

Louis H. Northrop, First National 
Bank, was elected vice-president; 
Ruth Brannon, Bozell & Jacobs, 
secretary, and B. Bottsford Young, 
National Boulevard Bank, treasurer. 
Directors are T. H. Golightly, Madi- 
son-Crawford National Bank; E. T. 
Kurzdorfer, Uptown National Bank; 
Ruth H. Gates, State Bank & Trust 
Company, Evanston, and E. A. 
Hintz, who will be identified with 
an unnamed bank now being 
formed. 


Gain for “This Week” 


April linage for This Week totaled 
32,283 or 31.3 pages, according to 
Publishers’ Information Bureau, as 
compared with 28,791 lines or 27.9 
pages in April, 1939. There were 
five issues in 1939, four in 1940. 
These figures were inadvertentiy 
omitted from the magazine linage 
tuble appearing in ADVERTISING AGE 
last week. 


Jury of Six to 
Pick Winners in 
Consumer Contest 


Suggestions for Improv- 
ing Consumer Relations 
Sought 


Chicago, May 16.—Six prominent 
executives who are thoroughly 
familiar with the consumer relations 
problems facing advertising and 
business will judge the entries sub- 
mitted in the ADVERTISING AGE com- 
petition, calling for plans designed 
to improve relationships between 
advertisers and consumers. 

Members of the jury, which was 
purposely localized to the New York 
area so that all could personally at- 


‘tend the meetings to consider the 


entries, are: H. A. Batten, president, 
N. W. Ayer & Son, Inc.; Lee H. 
Bristol, vice-president, Bristol- 
Myers Company; Albert Brown, ad- 
vertising manager, The Best Foods, 


Inc.; Gordon E. Cole, advertising 
manager, Cannon Mills; Don Fran- 
cisco, president, Lord & Thomas, 


FIRST 
FIRST 


A Cowles Station — 5,000 Watts L. S. — 1,000 Watts Night — CBS — Rep. by The Katz Agency 


FIRST 
FIRST 5... 


FIRST 
FIRST 


Make WNAX a FIRST choice on your station list. It will produce 
First Prize results for you. 


want a 


a 


sort A 


in daytime rural population—3,126,320— 
SIXTH in total population—3,837,323—among 


all Columbia Stations. 


in transmission efficiency. 5,000 watts that do 
the work of 50,000. A great story of good 


frequency, excellent soil conductivity, low noise 


levels. 


in cash farm income—among all Columbia 
Stations. $747,180,000 in 1938. 


in value of farms—among all Columbia sta- 


$4,257,599,000. 


in Showmanship among all Farm Service Sta- 
tions—Variety Award. 


in Station Publicity and Exploitation among all 
regional stations—Billboard Award. 


aapio STATION WAX 570 on THE DIAL 


Studios-WNAX Building, Yankton - Orpheum Building, Sioux City 


and Bernard Lichtenberg, president, 
Institute of Public Relations, Inc. 

The jury is composed exclusively 
of merchandising and business exec- 
utives because of the fact that it is 
hoped to develop plans in the com- 
petition which will offer practical, 
workable methods by which adver- 
tising and business can improve its 
relations with the public, and the 
prominent merchandising executives 
on the jury are in a peculiarly for- 
tunate position to judge the sound- 
ness and the practicality of such 
plans. 

Entries Close May 31 


Entries in the competition, which 
is open to everyone and in which 
$1,000 in cash prizes are being of- 
fered, must be mailed or delivered 
to the Contest Secretary, ADVER- 
TISING AGE, 100 E. Ohio street, Chi- 


cago, no later than midnight, May | 


31. 

The prize for the best plan sub- 
mitted to improve relationships be- 
tween advertisers and consumers is 
$500; second prize is $250; third 


prize is $150, and fourth prize is | 


$100. 

Entries may be of any size, length 
or shape, and may contain original 
material, material based on con- 
sumer relations projects now in 
force, or a combination of the two. 
They should be complete enough 
to give a comprehensive picture of 
what should be done and how it 
should be done, but need not neces- 
sarily include every minute detail. 

What is primarily wanted is a 
plan for grand strategy for improv- 
ing relations with consumers, with 
enough indication of the tactics to 
be used in carrying out that strategy 
to leave no doubt of its feasibility 
and the steps which are to be taken 
to achieve a successful issue. 

Should Be Adaptable 

The plan need not necessarily be 
such as to call for concerted action 
by the entire field of business and 
industry. It might well outline a 
method to be followed by a single 
company, but in this event it should 
be basically sound enough so that it 
can be adapted for use by other 
companies, and in other fields. 

Entries will be accepted from indi- 


a 


ACT AS JUDGES 


Lee Bristol Bernard Lichtenberg 


Albert Brown 


he 


Don Francisco Harry Batten 


These six men will serve as the jury in 
judging the entries submitted in the 
Advertising Age competition for plans 
for improving relationships between ad- 
vertisers and consumers. 


viduals, groups of individuals, o: 
clubs or organizations of any type 
and a number of entries are antici- 
pated from advertising clubs and 
other organizations who have al- 
ready formulated plans for improv- 
ing consumer relations in their ow: 
areas. 
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National Sales Representative of the Outdoor Industry 
60 East 42nd Street, New York City 
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MORE ENERGY 


SCIENCE 


TAKES A STEP 
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CENTENNIAL GIVES YOU... 


SYNONYM FOR ENERGY 


r <T or 
CENTENNIAL FLOURING MILLS CO. Seotti, Terese, Spehans, Mitreilie, Wenstenes 


Latest addition to the vitamin front is 
Gervita, product of Centennial Flouring 
Mills Company, fortified with enough 
vitamins, according to the copy, to make 
anyone pause in wonder. This newspaper 
copy, run in Seattle, announced the 
“world premiere’ of the product. 


Fred Cole Heads 
Business Paper Editors 


Fred Cole, Jewelers’ Circular- 
Keystone, has been elected chair- 
man of the New York Business 


Paper Editors. Named vice-chair- 
man was S. B. Williams, Electrical 
World. Hollister Moore, S. A. E. 
Journal, will continue as secretary- 
treasurer. 

Elected to the executive com- 
mittee were Mrs. Crete Dahl, In- 
fants’ & Children’s Wear Review: 
Joseph B. Mason, American Builder 
& Building Age; Harwood Merrill, 
Forbes Magazine, and William 
Schmidt, Railway Age. 


Summer Appeal for 
Florida 

Southerners will be the objective 
of an advertising campaign by the 
Fleetwood Hotel, Miami Beach, Fla., 
selling Miami Beach as a summer 
resort. Newspapers will be used in 
Louisiana, Missouri, Georgia, Ten- 
nessee, Virginia, North Carolina and 
South Carolina with Solis S. Cantor 
Advertising Agency, Philadelphia, 
handling the account. 


Phillips to Coast 


Byron S. Phillips, former sales 
promotion manager of the Pennzoil 
Company, Oil City, Pa., has been 
appointed advertising and _= sales 
promotion manager of the Pennzoil 
Company of California, Los An- 
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This TRANSPARENT 
COUNTER DISPLAY 
*y Weiamen SELLS GOODS! 


A MERCHANDISING IDEA 
_THAT’S REALLY “HOT”! 
features Open Disepla ‘ 
: PRES I tat ' 
WEINMAN BROS. 


'RANSPARENT BOX HEADQUARTERS 
N Wells St Dept AA Chicago mW 


EXPERIENCED SALESMEN WRITE) 


Redesign Medicis Line 

Besides cutting down the cosmetic 
line of Marie de Medicis from 100 
to 50 items, the present jars, bottles 
and tubes will be replaced by plastic 
containers restyled to achieve a 
“family” effect. 
business publications will be used 
with Solis S. Cantor Advertising 
Agency, Philadelphia, handling the 
| campaign. 


Larsen Names 
Metropolitan 


L. C. Larsen Construction Cor- 


pointed the Metropolitan Advertis- 
ing Company, New York, to direct 
the advertising for its Old North- 
field home development. David K. 
Briggs is account executive. 


Radio spots and | 


poration, Livingston, N. J., has ap- | 


Visual Sales 
Presentations 


Best, G-E Finds 


Chicago, May 13. — Sales presen- 
tations which are primarily visual 
are generally the most successful, 
|in the experience of General Elec- 
|tric Company, A. L. Scaife, mer- 
| chandising manager of the company 
told the Chicago Sales Executives 
| Club last week. 
| He made the charge that sales 
training today is too often unimagi- 
|native and lacking in personality. 
|He pointed out that there’ generally 
jare two reasons for buying any- 
thing, one of them the real reason, 
‘and the other, the reason always 


given, the alibi. 

Considerable stress was placed on 
the value of going from the known 
to the unknown in making a sale. 
He pointed out that simply telling 
a customer that the G-E refrigera- 
tor has a stainless steel ice con- 
tainer doesn’t register with a 
man prospect until you show her a 
stainless steel knife, with which 
she is acquainted, and take her 
from there to the container. Mr. 
Scaife gave an inside picture of 
how G-E shifted from the refrigera- 
tor with the monitor top, after 10 
years of pushing it, to the flat top 
refrigerator and kept the distribu- 
tion machinery geared so that sales 
moved up instead of down. It was 
accomplished, he demonstrated 
with a small model, by taking the 


as 


Wwo- | 


dealers from the monitor top job, 
step by step, to the flat top type, 
pointing out the logic of each step. 
Incidentally, he observed that when 
the monitor top refrigerator was 
brought out G-E was primarily 
engineering-minded, while today it 
is keenly sales-minded. 


Gould Names Cantor 


Gould Glove Company, Philadel- 
phia, has appointed Solis S. Cantor 
Advertising Agency, Philadelphia, 
to handle its fall campaign pro- 
moting a line of tinted men’s gloves 


Quits Herrschner Account 

Frankel-Rose Company, Chicago, 
has resigned from the advertising 
account of the Frederick Herrsch- 


;ner Company, Chicago. 
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THE UNITED STATES NEWS challenges anv buyer of advertising space to 


find any record of quality reader-acceptance that is even remotely comparable. 


“ 


THE 


Vew> of © 


important men look tc THE UNITED STATES NEWS 
because every Monday they get from | to 5 
scoops, vital to the shaping of their policies, 
vital in planning their Business strategy. 


ASTEST MAGAZINE ON NATIONAL AFFAIRS 


Monday thru Friday explained & interpreted; delivered Roxston to Los Angeles the following Monda 


On Dec. 31 circulation was. > > > = 87,000 
On May 1 ae was : > > 115,000 
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Chamber Of Commerce... William 
A. Scherfe is president of Fort 
Madison’s Chamber of Com- 
merce. “I enjoy reading the Lib- 
erty Magazine because it gives 
me a comprehensive understand- 
ing of world affairs.” 


Dentist... Doctor Edward C. 
Tucker says: “I read Liberty 
because it publishes important 
facts in a clear-cut, under- 
standable manner.” 


Bank President... I. TI. Hitch is 
president of the lowa State Bank, 
manager of the Fort Madison 
Works of the American Fork and 
Hoe Company. Says Mr. Hitch: 
“IT am away from home a great 
deal, but I always make it a point 
to read Liberty whether I’m 
home or travelling. I admire Mr. 
Macfadden and his editorial page. 
I find his articles very broad and 
fair and I think 100% right.” 


Insurance...A. A. Spexarth owns 
his own insurance business, and 
advertises “nothing but insur- 
ance.” Says Mr. Spexarth: “Lib- 
erty has been on my reading list 
for some time. I feel the magazine 
to be one of the leaders in the 
weekly field. The editorials and 
short stories are very interesting.” 


.- A Name in America’s Pocket 


Across America are many towns 
and cities which have personal mean- 
ing for the traveller. He rounds a bend 
in the road and a familiar trade mark 
tells him his hat was made there. His 
Pullman roars rhythmically along 
siding, slows for a crossing, and 
flood-lighted factory catches his idle 
eye, jolts his memory into pleased sur- 
prise as he recognizes the birthplace of 
his bathtub, his shoes, or the chocolate 
bar in his hand. 

Fort Madison—like Kohler, Her- 
shey and Endicott — is a city made 
famous by a well-known product. A 
century ago, settlers raised the town 
around the stone chimney which was 
all that was left of the fort built and 
burned in the Indian wars. The rail- 
roads came, first the C. B.& Q. stretch- 
ing iron to St. Louis, then the trans- 
continental line of the Santa Fe, 
which still maintains its shops at this 
important division point. 

Col. Zebulon Pike, marching out 
from Jefferson Barracks in 1808, put 


Ford Dealer... H. E. Hade is proprietor of 
the H. E. Hade Motor Company, Ford 
and Lincoln-Zephyr dealers. About Lib- 
erty, Mr. Hade says: “Short and to the 
point, that’s what I like in a magazine; 
that’s why I like Liberty.” 


Fort Madison on the map, but it re- 
mained for W. A. Sheaffer, working in 
the back room of his store, to put it on 
the pens and pencils which made the 
town nationally known. 

But Fort Madison is more than 
“the Pen Town” (an ancient wheeze 
gives the nick-name double meaning: 
the lowa state penitentiary is located 
here). It is typical of a hundred close- 
knit smaller cities, with a social struc- 
ture of their own, which make the 
products America knows. Its Main 
Street looks like Main Street; its citi- 
zens could not be better cast by a 
Hollywood director filming the great 
American novel. 

Because Fort Madison is so typi- 
cal, it is another local yardstick which 
measures the national importance of 
Liberty. Interviewed here, are some 
of Liberty’s readers among the lead- 
ers of this city. Banker and dentist: 
manager of the creamery and presi- 
dent of the pen company — all find 
their interests in Liberty’s pages. 


Hardware ... H.C. Lewis handles hee? 
Kutter cutlery and tools, nationally 
known lines of paints and stoves and 
other house and kitchen furnishings 
in his general hardware store. Mr. 
Lewis reads Liberty for its ability te 
“explain important world happen "gs 
in an interesting manner.” 
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Bi 


Pens And Pencils... C. R. Sheaffer is 
president of the W. A. Sheaffer Pen 
Company, a business which started 
in the back of a jewelry store 25 
years ago and today employs over a 


Chevrolet Dealer ...J. C. Ochsner, owner Drugs... E. W. Theissen, man- thousand people. Mr. Sheaffer, a 


of the Ochsner Motor Company—Chev- ager of the Ford Hopkins Com- regular reader of Liberty, says, “Mr. 3 
rolet dealers, says: “I could go on at great pany, reads Liberty because he Macfadden’s editorial page is, in my 

length about Liberty’s short stories and likes “Liberty's timeliness and opinion, a fine feature of Liberty 

articles, editorial page, Vox Pop, and editorial punch.” Magazine and I read it regu- 

other features—but suffice to say, I like larly. I find the articles in 


and enjoy the entire magazine.” Liberty brief and to the 


point. One of the first 

things I turn to is the 

‘short short’ story.” 
PHOTOS SPECIALLY 
TAKEN FOR LIBERTY BY 
ROBERT W. LEAVITT 


Mclotive Stuchio 


Mayor... L. H. Childs, mayor cf Fort 
e Madison, says about Liberty: “Natu- 
rally interested in public affairs, I turn 


: to organs of public opinion which con- 
P sider the most important public prob- 
a lems in language which is simple and 
t fundamental — that’s why I've been a 


regular Liberty reader for a long time ” 


The Town Pump... FE. F. Mc- Law... E. H. Pollard, one of Fort 


Donough, owner of The Madison's better known lawyers, 


Cream... B. K. Peter manages the 
Fort Madison Creamery, manufac- 
turers of Meadow Gold Butter and Town Pump, services many says: “Liberty's articles exposing 


Meadow Gold Ice Cream. “I like to Fort Madison automobiles politically-controlled municipalities 
read Liberty because the editorials with gas and oil. A Liberty (Thunder Over Kansas City, The 
and articles deal concisely and un- reader, Mr. McDonough Lid Off Los Angeles) serve a real 
derstandingly about those things m says: “I like Liberty's di- service to the cities involved and to 
which we are mostly interested.” rectness in stories and arti- the country at large.” 


cles—no beating about the 
bush right tothe main points 
without waste of words.” 


Telephone Executive...L. E. 
Showers is manager of the Fort 
Madison Telephone Exchange, 
and a weekly reader of Liberty. 
“I like Liberty,” says Mr. Show- 
ers, “because the articles and 
stories are clear and concise—and 
because the hard-hitting courage 
of Mr. Macfadden’s editorials 
just can’t be ignored.” 
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Paint and Varnish 
Plans Still Up in Air 

To the Editor: We have received 
numerous letters, telegrams and 
long distance calls prompted by the 
statement which appeared in your 
publication under date of May 6 
under the heading, “‘Paint and Var- 
nish Group to Spend $1,000,000.” 

In your statement you refer to 
the fact that “plans for a five-year 
campaign ... are being pushed 
under the auspices of the National 
Paint, Varnish & Lacquer Associa- 
tion.” This is an incorrect state- 
ment. We are giving some thought 


to the matter, but it has not even) 
reached the stage of an attempt to | 


prepare any plans and consequently 
there can be no plans which are 


being pushed. Furthermore, your | 
article states that “a meeting of 


important industry executives will 
be held at the association’s head- 
quarters in Washington next week 
to discuss details,” which is utterly 
groundless. 

ERNEST T. TRIGG, 

President, National Paint, Var- 

nish and Lacquer Association, 

Washington, D. C. 

[Editor’s Note: Mr. Trigg’s com- 
ment that “some thought is being 
given” to a campaign, but that “no 
plans are being pushed” strikes us 
us quibbling over language. Ob- 
viously, an industry campaign is 
being considered, which is exactly 
what ADVERTISING AGE reported. Re- 
ports of the projected meeting of 
key figures in the industry in Wash- 
ington were given to ADVERTISING 
AGE by two unimpeachable sources 
in the industry. | 


,_ a, 


How to Get Reports 
from Salesmen 


To the Editor: It’s hard enough 
to get salaried salesmen to write up 
reports on prospects, but, oh boy! 
—try to get some word from a com- 
mission salesman! 

The attached letter is not copy- 
righted, and I thought that it might 


J.D. WALLACE a CO. 


PORTABLE Wooowontns MACHINES 
*mrome on CHICAGO 


my 18, 1960. 
(ya Gor me?) Son thtenes’ Ox. 


Hudject, Jee Proepest, 
Deer Jim 
Be don't want te be drastic tn our 
poniehment, bet deq-gone-it, oe 
referred the shows prospect te yew 
on Jem, DPR, and wel otlll wetting 
for your report! 


Uiroetions fer See, Semeve the pis, 


wide of thie letter. & penetilet 
note wlll te 


lemetiately after appiieetion tt be 
somes peiefel te eit dows. Shile 
you're oeiting for things te seel 
Prepaid envelope te attaches 

IPRA be hoping t 


Toure ts fen, -~ ont corneet? 


be of interest to some of your 
readers. 

With suitable changes in the let- 
ter, it could be used to serve as a 
collection letter, or a letter urging 
prospects to “sign now,” or as a 
letter to salesmen urging them to 
get more business, generally. 

R. A. NEss., 

Assistant Sales Manager, J. D 

Wallace & Co., Chicago 

v v v 


Another “New” Stunt 
Turns Out to Be Old 


To the Editor: Your recent pic- 
tures showing the Wrigley tie-up 
between the front cover and the 
back cover of a magazine, reminded 
me of the excitement we had when 
Gem Blades had a similar tie-up 
between the front cover and the 
second cover of Collier's back in 
March, 1932 

C. C. Beall had drawn an illus- 
tration of a mother with a child on 
her lap, which appeared on the 
front cover. Gem Blades commis- 
sioned him to make a similar draw- 
ing of a mother with a child on her 


Voice of the Advertiser 


This department is a reader’s forum. 


Letters are welcome. 


BUSINESS PAPER COPY ALMOST TOO TIMELY 


PRECISION 


nders 


(ee BUmOne Comfenr 


om OUMORE ewes vow Ma PRECISION 


me (vinders 


This Dumore business paper copy, run before the most recent extension of the 
European war zone, is now almost too timely for comfort. 


lap for the inside cover. I remem- 
ber that at that time some of the 


| readers of Collier’s thought that we 


were trying to save money on the 


/art work. Perhaps they have gotten 
/more sophisticated today. 


JULES B. SINGER, 
Vice-President, Federal Adver- 
tising Agency, Inc., New York. 


v v v 


War in Ads 

To the Editor: With European 
waters filled with battleships and 
mines—and air conflicts playing a 
large part in the theater of the 
European war—the current series 
of Dumore Company advertise- 
ments in the trade journals reach- 
ing the machine tool industry, have 
proved quite timely. We thought 
possibly this might be of interest 
to the readers of your publication. 

R. J. WENTSEL, 
Western Advertising Agency, 
Racine, Wis 


v on 


Analyzes Advertisers’ 
Attitude Toward Public 


To the Editor: Some time ago I 
read with interest the article in 
your Jan. 8 number on the con- 
sumer movement. 

The attitude of advertisers seems 
to have gone through three phases 
in their relation to this movement 
The first was to ignore it, the sec- 
ond was an attempt to ridicule it, 
and the third, represented by your 
series of articles, seems to be an 
attempt to find out what the move- 
ment is all about. I congratulate 
you on this attitude which is a con- 
structive one. 

I should have preferred that you 
quote me on the “nature” of the 
consumer movement rather than its 
“function,” since that portion of the 
paper I gave at the conference at 
the Institute for Consumer Educa- 
tion at Columbia, Mo., dealing with 
the nature of the movement pointed 
out that the movement is not radi- 
cal but scientific and comes about 
as the result of the scientific and 
technological development in indus- 
try. The movement is _ basically 
constructive rather than destructive, 
as some advertisers contend, and 
will, I feel certain, serve advertis- 
ing and industry as well as the ulti- 
mate consumer. 

S. A. MAHOoop, 

Research Director, Intermoun- 

tain Consumers’ Service, Inc., 

Denver 

v ’ v 


Two Questions About 
Oil Are Answered 


To the Editor: In your issue of 
May 6, R. D. Innis, in the “Voice of 
the Advertiser” column, comment- 
ing on a report of an address by 
J. M. Koch, vice-president of the 
Quaker State Oil Refining Corpora- 
tion, before the National Petroleum 
Association, asks two questions 
which I would like the privilege of 
inswering as follows: 

Mr. Innis’ first question: Is there 
any truth in the rumor that certain 

employes of oil refineries 


usually buy the cheapest grades of | 


motor oil? 
My answer: I have personally 
known many leading figures in the 


oil and automotive fields. I have} 
made many motor trips with them, | 
and it has been my observation that | 


the more men know about ma- 
chinery and lubrication, the more 


particular they are about oil. Any- | 


body who has occupied a_ position 
of any importance in the oil refin- 
ing business has seen the results of 
comparative performance tests. And 
I do not believe anyone who has 


ever seen such tests would ever | 
again risk the foolish economy of | 


cheap oil. May I remind Mr. Innis 


that the difference in cost between | 


using cheap oil and the finest lubri- 
cant procurable during the entire 
lifetime of a car is less than a minor 
repair bill? 

Mr. Innis’ second question: Is it 
true that... the consumer 
may never know whether he is get- 
ting motor oil of the brand he asks 
for? 

My answer: So far as Mr. Koch’s 
own brand is concerned, the con- 
sumer knows what he is getting 
when he buys Quaker State in re- 
finery-sealed cans or from a refin- 
ery-sealed, non-refillable drum. 

FRANKLIN OWEN, 

Account Manager, Kenyon & 

Eckhardt, Inc., New York. 


- | 


Another Industrial 
Fabric Is Born 


To the Editor: When Mrs. Doro- 
thy Powers Blomeyer went looking 
through this. spring’s trademark 
dress fabric prints, she could find 
nothing that she thought satisfac- 
tory for the farm woman. She did 
find everything from beer glass 
marks to biscuits—but there was 
nothing with a purely agricultural 
theme. 

Being instructor of art at Bradley 
Polytechnic Institute in Peoria, 
Mrs. Blomeyer decided to create a 
design to suit herself. She called 


FARM FABRIC 


on Caterpillar Tractor Company to 
provide some pictures of tractors at 
work on farms, and armed with 
these, she turned the whole prob- 
lem over to her advance decoration 
and commercial design classes. 

Naturally enough, we were glad 
to cooperate, and offered several 
prizes for the most satisfactory 
designs submitted. 

The results were a number of 
outstanding patterns. A committee 
of Peoria dress goods buyers and 
art leaders judged them for adapta- 
bility and attractiveness. The win- 
ner, according to the judges, was 
Miss Julia Kantor, who is shown 
holding her winning design in one 
of the enclosed photographs. An- 
other shot was taken at Bradley 
Institute, and shows the art class 
at work. 

Block & Kuhl Co., Peoria’s largest 
department store, thought the pro- 
ceedings interesting enough to fea- 
ture the final designs in one of 
their display windows and to for- 


ward 22 of the patterns to a famous | 


New York dress goods manufac- 
turer, who had heard of the con- 


and expressed an interest 


v v 
Wants Reprints 
To the Editor: I have been \, 
education which 
in ADVERTISING AGE 
Jan. 8 and for April 8. Is it poss 
that you plan to issue the mate 


(“What About the Consumer M: 
ment?”, pages 23-28) i 
If so, I should 
interested in knowing where it 
be obtained and at what cost. 

FRANK W. HUBBARD. 


States, Washington, D. C. 

{[Editor’s Note: i 
analysis of the consumer moven 
published under 
“What About the Consumer 
are available from 
E at ten cents each. | 
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you think of: 


Caterpillar tractors form the basis for 
this new fabric, designed especially for 
farm wear. 
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APRIL SALES OF CHAIN STORES 


Food Chains 


April , Gain 4 Months > Gain 
ude mae rr loss ede 1e3h or Loss 
Ie $ 2,130,935 $ 1,860.89 14.5 $ 8,325,914 $ 7,498,411 +110 a 
Kx ver Giron 
& Bke. 19,621,751 1S. 795,664 1.0 T6899, 186 72,415,86 + 6.0 
°N nal Tea 4,658,814 4.2017 695 10.0 19,069,682 16,777,969 +13.7 
+S: vay 
S s 30,704,154 SUSU 470 218,214,340 111,165,937 6.3 
; p Total.$ 57,115,654 $§ B,S47,728 6.0 $222,509,122 $207, 857,784 7. 
Mail Order Chains 
Se Roeb'kK.$ 56,372,006 $ 51,235,757 + 10.0 S$IS6,.473,5493 $167,400, 762 +11.4 
Spiegel $802,101 $335,127 +10.7 16,882,655 14,812,417 +13.9 
W $5, 855,988 $1,595.31 10.2 145,212,564 127,057,836 +14.3 
oT » Total.$107,030,095 §$ 97,166,199 +10.1 S348.568.762 $309,271,015 12.7 
proc Chains 
Pe es Drug.$ 1,820,905 8 LS67,052 2.5 $ 7,452,129 § 7,221,02 3.2 
W: eel 5,865,696 5,785,162 +14 24,092,577 23,079,527 + 4.4 
Gn » Total.$ 7,686,599 $ 7,652,194 0.4 $ 31,544,706 $ 30,300,552 + 4.1 
Variety Chains 
Ed Bros..$ 2,156,978 $ 2,767,526 22.0 $ T,Y4l1,588 $ FT,S867,721 o.9 
cst 7. 2 7,619,571 8,376,530 a0 27,760,930 'GNTS.S66 3.5 
ore H. L 2,497,327 2.S68,S812 13.0 8 621,018 8,269,051 3.8 
Kre ss 11,148,172 12,595,503 11.5 13,707,608 $2,548,022 2.7 
Kre su 6,401,020 6.314.616 +1.4 24,201,690 22,501,349 7.6 
~ Stores 3.183.150 2 589.445 11.3 11,467,476 10.910.366 5.1 Re 
MeCrory Stores 3,245,911 G48. 2028 11.0 12,899,221 12,117,399 6.4 PAP 
MeClella W 
Stares 1.595.193 1.844.651 13.5 6,016,026 889,342 + 2.1 e 
Murphy, Gi. B84, 775 3.847520 6.8 13,870,912 12,489,839 +111 
Neisner Bros 1,606.16 2,021,064 20.5 6,074, 48¢ 4,912,128 + 2.7 
ve erry. J.J 3,765,298 4,193,951 10.2 14,253,675 13,423,833 6.2 
Penney, J. ¢ 21,TS0,554 21,313,930 0.6 TONTS 516 TILUST,254 s.1 
Western Auto 
Supply Co h511,000 3 460,000 4.6 13.405 000 1O.8 TT aoe 22 8 
Wo orth, 
FF. W 23,774,100 25,919,160 8.2 93,947,72: SU S61 SUS 1 
a »p Total.$ 96,069,215 $162, THLO1o 6.5 S362. 140,866 S841 208 068 6.1 
\ Groups. .$267,901,563 $261,427,140 + 2.5 S964, 763,456 SSSS 687 419 Ro N . il 
ee a ow in the Mai ; Addressed to 
Four and 16 w eek periods ended April 13 
ll Nati | Ad ti d 
93 Major Chains however, was 6.1 per cent ahead of a rs | te n rs | ve r ise rs a n 
last year. ere a = e 
Sh April Sales Figures for the individual stores ve rt ISIN encies 
Ow p are shown in the accompanying 
table. 


Gain of 2.5% 


New York, May 16.—Sales of 23 
major chain stores registered a 2.5 


“. 


Sell Self to Public 


per cent gain in combined April tion, gives a general coverage throughout the MIDDLE ATLANTIC 
sales, according to reports to Ap- It is a responsibility of business 
VERTISING AGE today. The total for to look quite as deeply into the STATES. 
the group was $267,901,563 as com- | Wrongs within itself as into the 
pared to $261,427,140 for April, aa le other + ee ga — IT PROVES THAT 
° he = ; ‘ , awkes, president o ongo- 
1939 Four-month ponargiiene the leum-Nairn, Inc., Kearny, N. J., 
oe were 8.5 per cent ahead of | {o1q members of the Chicago Asso- 
1939 


ciation of Commerce \ 


Mail order and food chains made | troubles of the day are 


the best showing among the four | sided,” he said. “If they were, pub- 

chain groups. Four food chains re- lic opinion would quickly correct 

ported a combined April sales total | the situation, because, in the last i A BA f MEDIA 
of $57,115,654 as compared with analysis, public opinion is the su- 

eile aie eh tee preme court’ before whom all ou 

$53,847,728 for last year, an increase sot are judged.” 

f 6 per cent. The three leading As a note of warning he said, 


mail order chains, Sears, Ward and “curtailment of the pe 


Spiegel, reported April sales of is a slow, almost unnot 
$107,030,095 as compared to $97,- Hence the demand for 
166,199 in 1939, a gain of 10.1 per Vigilance.” At another 


said, “Our direction of 
got to be good enough 
standable enough to 


cent 
Two drug chains reported April 


sales 


of $7,686,599, an increase Of voters to come in out of 
04 per cent over $7,652,194 for of government check: 
1939. Variety chains experienced a_ will do so only when 


let-down after pre-holiday buying 
in March. The April total for this 
group of 14 chains was $96,069,215 
as compared with $102,761,019 last 
per cent. The 
for this group, 


ConggestDochions 


a ‘shower’ of 
tem and make them in 
the state—and then th 
old gentleman, Santa 
remove his whiskers 


vear, loss of 6.5 


four-month total 


«a 


left for him to play.” 


Televise Movie s 


The Don Lee Television System, | 
Los Angeles, broadcast a motion | 49 C , , 
Only hospitals which have been picture crew at work at RKO! ounties include 


approved by the American College 
of Surgeons are eligible to dis- 
tribute CONGRATULATIONS. 


studios, Hollywood, wh 
Lum and Abner’s 
“Dreaming Out Loud.” 


Hawkes Urges Business 


stand that the continu: 
government 
will kill the private enterprise sys- 


the dictator, which is the only role 


new 


A New reference work, showing a minimum structure of daily 
newspapers which, by a comprehensive analysis of their circula- 


lay 15. “The 
not all one- 


THE DAILY NEWSPAPER 


and it means Sales and Profits to the Advertiser 


READ YOUR COPY—IT TELLS THIS STORY 


ople’s rights 
iced process. 


your eternal 
point he 
business has 
and under- 
cause the 
f the ‘shower’ 

and they 
they under- 
ince of such 
checks 


Ss 


THE MIDDLE ATLANTIC STATES 


cotta aaiion ith 24 DAILY NEWSPAPER 
siini-v20ai0 Hea Soles PROPERTIES IN THE MIDDLE 
ATLANTIC STATES OFFER: 


Bul 
| 83% apveRTISING COVERAGE 


to vassals of 
e benevolent 
Claus, will 
and become 


50 Counties include 
66°, of All Families 
73.20, of Retail Sales 


cene 


ile producing 21°) of All Families 
picture, 


| 
18.60, of Retail Sales \ 38% ADVERTISING COVERAGE 


tected by signed ™ 
yse in advertising 


production rig 


Send this stock photo on 


Bill us for it. 0 Send on @ 


on the following subjects: 


tion of photos 


mensas ADDRESS 


UNDERWOOD & UNDERWOOD 


319 E. 44th ST.,.N. Y.C. 241 E. ONTARIO ST., CH 


USTRATION 


on our stock picture 


Learn to rely 10,000 different Trenton (N. J.) Times-State Gazette, New York N. Y.) News, Allentown (Pa.) Chronicle-Call, 
library of more than ) for the limited kaston (Pa.) Express, Harrisburg (Pa.) News-Patriot, Johnstown (Pa.) Tribune-Democrat, 
subjects (size 8x “4 Every one pro- Lancaster (Pa.) New Era-Intelligencer Journal, Philadelphia (Pa.) Bulletin, Reading Pa.) Eagle- 
advertising woe ¥ odel releases for Times, Seranton Pa.) Times, Wilkes-Barre (Pa 


Non-exclusive re 
hts $10 each. 


51 Counties include 
13°, of All Families 


91°, of Retail Sales 


| 
12% apvertisinG COVERAGE 


Complete information from any of the following newspapers or their representatives : 


Times-Leader News-Record 


SELECTIVE NEWSPAPER MARKETS e 1616 WALNUT ST. @ PHILADELPHIA, PA. 


If you want copies of this reference work, you may obtain them by filling in coupon below, and mailing together with $2.50 
for each copy. 


approval. © 


pprovol selec- 


SELECTIVE NEWSPAPER MARKETS 
1616 Walnut St., Phila., Pa. 


Please send 


copies of Selective Newspaper Markets. Enclosed is Check 


Name 


ICAGO Address City State 
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Food, Drug, Cosmetic Act IVORY FLAKES COPY FEATURES NYLON 
Analyzed in Chart 


\ e 
acs kates sues Derastmnt «News about Nylon Stockings-- 


chart which analyzes the Federal « 
Food, Drug and Cosmetic Act. It AND WHY @ OUT OF 10 LEADING MAKERS OF FAMOUS STOCKINGS 
breaks the act down into definitions, CSS et Crea CS CAGE HSS Ee SS 


tells what constitutes adulteration, 
misbranding, what is_ prohibited, 
established standards, administra- | 
tive regulations, general authority | 
and procedure, observations on new 
drugs, tolerances, exemptions, 
phases of enforcement, judicial re- 
view of certain regulations, miscel- | 
laneous comment and relation to 
other laws. 


ae The chart was prepared as part | 
oe of a WPA Consumer Standards Pro- 
% 3 ject, under the direction of the 
——" Consumers’ Counsel division of the | re 
"aa Department. 4 tp thee page es: tomieiens 
_ aincinniaiaiamnssime ; ‘: 
. . ' 
Higgins to Agency | 
John F. Higgins, for the past two| 3 - wpe ge 
years associated with radio station | ; see Van ONE 


WEBR, Buffalo, has been appointed | 
radio director of the advertising | 


ee a 


agency of Baldwin & Strachen, Inc., Lower half of a color page for Procter & Gamble in the May 19 issue of This 
Buffalo. Week, in which Ivory Flakes devotes its space to a general discussion of the 
—-—— formation, wearing and washing qualities of the new nylon hose, which were 
Names Metcalf generally introduced last week. 
The Mount Hope Finishing Com- P ° 
pany, North Dighton, Mass., has ap- Kain Joins Edelman P. P. C. Moves 


pointed the George T. Metcalf S. Sherman Kain, circulation pro- Pictorial Publishing Company, 
Agency of Providence, R. I., to|motion director of Apparel Arts, |New York, representative of foreign 
handle its account. Magazines will | has been made advertising manager | publications in the United States, 
be used. of E. Edelman & Co., Chicago. |has moved to 19 W. 44th street. 


7 peed NEEDS BRAKES ! 


Today's high speeds require a brak- The current boom in the aeronaut- 
ing material that will stand intense ical industry, every rise in the auto- 
heat: asbestos brake linings. Among motive field, is reflected in increased 
the varied products of Troy and its activity in these asbestos products 
A.B.C. City Zone are asbestos fabrica- plants, 
tions. The Marshall-Eclipse Division Speed up your sales in this profit- 
of the Bendix Aviation Corporation able territory by advertising in The 
and other concerns employ hundreds Record Newspapers. the city’s sole 
of men in weaving and moulding dailies. Because they provide thor- 

a brake linings. clutch facings and ough single-medium coverage at only 
ma # similar braking and insulating prod- l2e per line Troy is New York State's 
* ucts. lowest cost major market. 


THE THE TROY RECORD 
RECORD 


newsparers | THE TIMES RECORD 


THE TROY RECORD CO. 


J. A. VIGER, ADVERTISING MANAGER 


Tk meat 


Macfadden Honors 
Shattuck on 30th 
Year of Service 


Veteran Recalls Vast 


Changes in Magazine 
Selling Field 


Chicago, May 16.—Charles H. 
| Shattuck, Western manager of Mac- 


vertisers, from the standpoint of 
merchandising magazine advertigs. H i 
ing, if all monthly magazine ap- a 
peared at approximately the san, 
time, closer to the dates of publica. 
tion. e\ 
Standards Are Higher 

The world war is credited by th, I 
veteran magazine man with chang. 0 
ing the national advertising pictur; 


Prosperity for wage earners wept A 
magazines into this field, and jp. 
stead of being regarded as a luxury Fi 
the magazine was carried into th, 
homes of masses who had been yp. E; 


familiar with this type of pubjj- 


fadden Publications, was feted at a | cation. Chi 
luncheon at the Blackstone yester-| Mr. Shattuck has been particy. adver 
day, on the occasion of the thirtieth | larly impressed with the higher J que’ 
| anniversary of his joining the or-| Standards now used in the agency ABC 
ganization. Publisher Bernarr Mac- | business as compared with 25 or 39 comp 
fadden made a special flying trip to | years ago. adhe! 
be present and O. J. Elder, advertis-| “I can remember,” he recalled gv 
‘ing director, and other executives |“when a lot of the business wa; circu! 
‘of Macfadden Publications, were saad | over the famous Konicker- rathe 
hand to extend felicitations. |bocker bar at 42nd street ang @ verte 
| In reviewing his experience in | Broadway. Today purely persons by-pé 
| selling magazine advertising in | relationships are not the deciding Th 
Western territory since 1910, Mr. | factor in selecting media and plac. Harn 
| Shattuck emphasized the great ad- | ing advertising. The agency plans reau 
| vances which have been made in| scientifically and uses the medi von 
publishing as well as in agency | Which it believes are best fitted t since 
practice. Space is bought more do the job.” Mr. I 
scientifically, and with better re- Mr. Shattuck added that his ow; = 
search and marketing facilities,| sales philosophy is based on know- ice ~ 
agencies have become a much more | ing the advertiser's problems and is pr 
powerful factor in the national ad-| trying to sell a publication on) abou 
vertising situation than they were | Where he is convinced it meets thy hom 
lin 1910. ‘requirements of the advertise: to se 
“At that time,” he said, in remi- Started with Macdonald re 8 
niscing with ADVERTISING AGE, ” 
“there were comparatively few The Macfadden sales executiy 
magazines. There were two or Started in 1910 with W. J. Mac- Mu: 
three weeklies, one of them with a donald, who then represented Phys- oe 
circulation of between one and two ‘al Culture and other magazines et 
million. Women’s publications were At that time only two magazin 
in the field, but none of them had | Publishers had their own Wester : a 
the circulation volume we are fa- | Offices. In 1916 he moved to Arche: ma 
‘miliar with today. The standard | 4. King, Inc., continuing with Phys- “A 
| magazines had 224-line pages. In ical Culture. He set up his owr ye 
addition, there were publications | business in 1919, adding True Stor, : a 
covering the small-town and rural | Shortly after it was started in 1918 se t 
areata. 'The Macfadden publications estab- — 
I lete Distributi lished their own Western office in the 
ees sctamenens 1923, and Mr. Shattuck was mad dl 
“Almost all space was bought on | Western manager, a post he has curt 
the basis of distribution of circula-| phelq ever since. He is en olfent anal 
tion by size of towns, rather than | western manager in the magazin que: 
by income levels, occupations and world, in point of continuous serv- ans\ 
| the other yardsticks in use today. | jee. T 
By far the largest volume of pub- New offices at 221 N. LaSalk bee! 
licity copy was placed in publica- | street were occupied recently, and cen! 
tions with urban or large-city circu- | many Chicago advertising execu- est 
lations, and the bulk of mail order | tives attend ed a housewarmine hari 
copy ran in those with small-town | there today. bes! 
coverage. act 
“The main reason for this was _ 
the incomplete distribution of most unt 


products. The automobile rapidly 
changed the situation, so that today 
the small town is a _ distribution 


point for most nationally advertised | 
products. Lack of distribution also | 
affected the circulations of maga- | 


,zines, and those with small-town 
and rural circulations were almost 
| wholly subscription publications. As 
distribution of products became 
/more general, magazines likewise 
|found it possible to extend their 
markets. 

“When I first began selling maga- 
zine space on Physical Culture, 


publishers and proved with their 
own audits. Then came the ABC. 
This outside audit was looked 
upon askance at first, but the lead- 
ing publishers, as well as advertis- 
ers and agencies, backed it up, and 
it was not long before it was uni- 
versally accepted. 

“The bulk of advertising copy 
| placed in magazines 30 years ago 
|} was mail order. Claims made in 


| the advertising were exaggerated as 
} 


limited. Better Business Bureaus 
started the clean-up, and now we 
have the Copy Advisory Committee 
representing most of the magazine 
publishers, which constructively 
censors all copy Even in those 
earlier days, however, the leading 
magazines guaranteed their readers 
against loss through any advertis- 
ing appearing in their columns.” 
Publication Dates Advanced 
With the multiplication of maga- 
zine sales outlets and the race 
among publishers for circulation 
leadership, publication dates were 
advanced, Mr. Shattuck pointed out, 
to beat the competitor to the news- 
stand He believes that this may 
have been overdone, and that it 
would be to the advantage of ad- 


circulations were guaranteed by the | 


ja rule, and censorship was very | 


everyone falls for | i 
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You've Got Something, Boy: 


fising world subscript 


it itstanding 
ro BE GOOD! 
Every month — 
merchandised photograpl 
give ' 

’ 3 R 

ONE PRICH 

I” New Y 
Ir t \ 
Sas \ 
RIGHT IN VO WN FI 
. { uit 
I's | 9 
Wr we ‘ 


EYE CATCHERS, Int. 
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Harn Against | 
New Objectives 
for Audit Bureau 


Also Urges Value of 
Full Reports Rather Than 
Excerpts 


Chicago, May 15.—Agencies and 
advertisers must be reminded fre- 
quently that mere extracts from 
ABC reports are far from being the 
complete report. The ABC must 
adhere to its original concept of 
giving complete information about 
circulations, and circulations only, 
rather than allow itself to be di- 
verted into interesting, but futile 
by-paths. 

This is the view of Orlando C. 
Harn, connected with the Audit Bu- 
reau of Circulations since its forma- 
tion in 1913, first as president, and 
since 1927, as managing director. 
Mr. Harn, who announced his forth- 
coming retirement from active serv- | 
ice at the annual convention in 1938, | 
is preparing to leave for Los Angeles 
about June 1 to establish a new 
home. He will continue, however, 
to serve the Bureau in the advisory 
capacity in which he has been re- 
tained for the past year or so. 


Booklets Tell Story 


Mr. Harn emphasized the fact that 
the 28 paragraphs contained in ABC 
reports represent the consensus of 
advertising agencies and advertisers, 
built up over a period of years, of 
the information needed to make an 
intelligent selection of media. A 
single paragraph, used without its 
context, cannot give more than a’ 
hint of the complete story. 
the Bureau fully shares his opinion 
is indicated by the fact that it is 
currently distributing three booklets 
analyzing “Some of the important 
questions about circulations that are 
answered by ABC reports.” 

Though considerable pressure has 


| tempting to enlarge its field.” 


editorial 


That | 


been brought on the Bureau in re- 


cent years to engage in reader inter- 


est and other studies, Mr. Harn 
harbors the conviction that it will 
best serve by confining itself to basic 
facts about circulations. 


“These fundamental data meet a. 


universal need of agencies and ad- 
vertisers,” he said. “On this foun- 
dation the advertiser may erect the 
superstructure dictated by his own 
problems. As an example, I remem- 
ber that one astute adverting man- 
ager made a thorough study of Para- 
graph 17 and selected for his sched- 


ule publications which secured most | 


of their circulations by such induce- | 


ments as premiums. Why? 
this company planned to appeal to 
bargain hunters. This is merely one 
instance of the wide range of deduc- 
tons which may be drawn from the 
full ABC reports, and which seem 
to argue against the wisdom of at- 


Se 


COLLINS | 
MILLER & 

HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Because | 


by Mr. Harn. 


about ten years, 


Harn’s Varied Career 

Mr. Harn began his advertising 
career with H. J. Heinz Company, 
after serving 
departments of 
In 1905 he became 
advertising manager 
Lead Company, where he won fame | excitement, 
as a member of the executive com- 
mittee of the “Save the Surface’ | oughly investigated subjects of all 
campaigns which kept paint in the | time. 
limelight for many years. He served | when a disgruntled accountant 
as president of the New York Sales | charged that the ABC bookkeeping | 
Managers’ Club, and shortly after | methods had an impracticable basis. 
taking residence in Chicago as man- 


| 


Possibly his greatest honor came 


vard School of Business Admin- 


Such publications | medal, awarded for “distinguished 


but were finally | 
| ralaine the standards of advertis- 
ing.” 

Mr. Harn was an apostle of the 
“goldfish school” so far as the ABC 
was concerned. He invited criti- 
cism and investigation on the theory 


in the 
several 


its methods, it should do so. Such 
of National|a philosophy was certain to cause 
and Harn and 
Bureau have been the most thor- 


One such probe was made 


aging director of the ABC was 


|'Some of the country’s most dis- 
| ° . 
| tinguished accountants looked over 


“an commerce and industry through | 


| standing. 


that if the Bureau could improve | 


| 


| Advertising Council, predecessor of | the complainant for wasting their 

Another recent proposal which, | the present advertising club. 
while having no bearing on the 
question of ABC reports, shows how Feb. 15, 1927, when he was called 
history repeats itself, was recalled | to Cambridge, Mass., by the Har- 
It had to do with ac- 
ceptance of free circulation papers | istration to receive the Bok gold 
in the Bureau. 
were eligible to membership for | personal service rendered Ameri- 


time. 


wasting money 


printing. The 
failed to agree. 


Usually Won Battle 


Another furore came 
it was charged that the Bureau was 
by doing its own 
experts 


|}a dinner in the Morrison penthouse 
when | last night, presenting him with 
some luggage and a glittering cigaret 
|case. Vernon Hanson, who handed 
over the farewell gifts, made this 
i speech: 

“We, the ABC family, meet to- 
night to pay tribute to a man who 


called in 


Most of the criticism centering|for 13 years has been our chief. 
more specifically around auditing| Many of the family, auditors and 
methods were based on misunder- |members of the New York staff are 


afraid to face 


Mr. Harn 


was never|unable to be present. Although 
hostile audience | absent in the flesh, they are whole- 


and to lay his cards on the table. | heartedly with us in spirit. 


He usually 


emerged from 
gatherings with the respect of his | ™any. 
erstwhile foes, as well as their con- | his friends are legion. 


“This man’s achievements are 
He has accomplished much, 


He has re- 


such 


viction that they didn’t know quite | ceived many signal honors, but I 
as many of the details of the circu-| Know there is one thing that he 


the | lation business as they supposed. 


|prizes more highly than all the 


Mr. Harn has made many trips to ‘honors that have been bestowed 
the Pacific Coast in the interest of | upon him—the fact that he has the 
the Bureau and thus will feel at | affection and love of his subordi- 


there. 
in Chicago 


home 


However, his friends nates.” 
probably 


those in any other part of the coun- To “Outdoorsman” 


outnumber | 


his comrades in the Bureau service. 
elected chairman of the Chicago!the situation and then lambasted! This delegation invited Mr. Harn to 


Not the least among these are 


Earl W. Scrogum has been ap- 
|pointed director of advertising for 
‘Outdoorsman, Columbus, O. 


D'YA EXPECT SALES RESULTS FROM THIS STUFF? 


Now, now, Charlie, simmer down. All I asked was, 
is this business paper advertising worth running? 


Just about, Boss, 


but it's not worth much more. 


It shows a pretty picture of the product and 


it keeps our nam 
a dawgone crime 
the selling force 


e before the trade! But what 
to use only a small part of 


e you're paying for! Busi- 


ness paper advertising can do a whale of a lot 


more than that for us, 


tell all that th 
our products. 


if we'll use it to 
e readers want to know about 


Well then, why don't you write it that way, Charlie? 


Why don't I write... ? 


Why *!2% ! 1! Be- 


cause I don't know the whole sales story 


about our produc 


salesmen can't get 


uses in the fiel 


ts! You don't either. And 
4 e I mean about actual 


d; our buyers' real problems 


and all the rest of the story that should be 


the guts of our 


going to carry a hunk of the sales load. 


advertising if it's really 


For 


years I have been begging for a chance to get 


out 
rial that I can 
crammed full of 
Gosh, can't you 


business paper editor 


in the field and dig up the sort of mate- 


use to write copy that's 
our prospects’ 
see how simple it 


interests. 
The 
doesn't do his job 


is? 


copies asked for in first month. 


5,000 Second and 
LAST Printing at bindery now. Order Yours While They Last! 


holding down a swivel chair. He gets out and 
lives with the business men that he is trying 
to help. If we want our advertising to inter- 
est and convince these same business men, we've 
got to give them the same sort of helpful in- 
formation. I've got to know all before I can 
tell all and believe me, if we tell 
more we'll sell more! 


Boss, 


Charlie, | think you've got something there. 


I know I have, Boss, and I think I can prove 
it. See that coupon at the bottom of this 
page? Well I've heard that A.B.P.'s new book, 
"TELL ALL — A Practical Guide to Successful 
Business Paper Advertising," shows how a 
flock of advertisers, selling to a wide variety 
of industries have made their 


business paper advertising a real selling 


and trades, 
tool. Sounds like you might find the answer 
to your question about 

our advertising right in 

that book. 
sending the coupon? 


How's about 


WHAT ARE WE WAITING FOR, CHARLIE? 
Let's get our free copy of “TELL ALL.” 


Highest editorial 
standards and 
publishing integrity 


PHONE: CALEDONIA 5-4755 jem Proved reader 
CABG) 
LOOK FOR THE TWO HALL- \ 


MARKS OF KNOWN VALUE. 


interest in terms 
of paid circulation 


| 
THE ASSOCIATED BUSINESS PAPERS | 
| 
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Position 
Company 
Street 


City and State 
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the program is on the books, the which would print news of interest | ceived an incorne that condemned Angeles, chairman of the discu 


No Follow-Through, consumer forgets all about it.” to the consumer in the legislative | them to a standard of living below | remarked that she had realized the 


Among the problems which Mr. field, news about markets anda “health and decency” limit. need for consumer education 


Montgomery mentioned as requiring | activities of consumer  organiza- In commenting on Dr. Kneeland’s she visited a relief station j; an 
Montgomery Tells consumer action are the increasing | tions. 'address, Mr. Montgomery recalled city where people on relief made of 
cost of raw materials, the need for Study Incomes and Expenditures that a national magazine had sum- their purchases. “We found out.” Cc 
standardized packages and low cost |marized the results of this survey She said, “that the soap that hag Pp! 
Women Sho ers distribution. Mr. Montgomery was one of four| py a statement that 70 per cent of | the best radio program got the busi. - 
pp “Under the present set-up we) Speakers in a panel discussion and | expenditures were made by the | ness.” ~ bi 
have premium methods and high| was preceded by Dr. Hildegarde | upper half and that the lower half In describing the work of th H 
Urges More Action by service,” the speaker declared. “We | Kneeland, now with the Depart-| was therefore not important to the New York Coordinating Comm tte, ni 
should have a low-cost system with ment of Agriculture, who described | advertiser or to the commodity. against Profiteering, Mrs B 
Consumers and Labor low service and high volume. Milk | the results of a survey of consumer This magazine’s comment on the Cabot, chairman, suggested tr 
to Raise Standards is one product on which this sys-| incomes and expenditures made | survey represents the typical atti- | “"¢!8hborhood committees” “ 
;tem would be of advantage.” four years ago by the National! tude of the advertiser to the con- be set up as consumer clubs ” 
New York, May 14.—Organized Other projects mentioned as | Resources Planning Board. }sumer, he observed. The adver- Saari 
labor can perform a valuable serv- | needing consumer action are a coor- This survey revealed, Dr. Knee- | tiser fails to realize the potential Graham Expands P 
ice for wage-earners by extending | inating committee for the various | land said, that of ten million non- | market that lies in that lower half. Graham Research Ser 
its full support to the rising tide | Consumer organizations and a “na- relief wage earners, not including Following Mr. Montgomery’s ad- heloaes larger rh ae as has N 
of consumer consciousness, Donald tional independent newspaper” single individuals, 85 per cent re- dress, Mrs. Chelene Eckerson of Los 47th street, New York. ; ee . 
Montgomery, Consumers Counsel of — 


the Agricultural Adjustment Ad- 
ministration, hinted in an address 
here last weekend before the na- 
tional convention of the League of | 
Women Shoppers, an organization 
known for its activities in behalf of 
labor. 

Pointing out that there are two 
ends to the wage-earner’s envelope, 
the getting and the spending ends, 
the AAA official suggested that 
organizations working in behalf of 
labor realize that there is a “lot 
more than picketing to the business 
of getting a decent standard of liv- 
ing for wage-earners.” 

Mr. Montgomery used a scientific 
metaphor to drive home to _ his 
audience the importance he attaches 
to the consumer movement and its 
ultimate place in our economic sys- 
tem. Newspapers, he recalled, re- 
cently carried a story on the discov- 
ery of an isotope of uranium which 
is given the ability to release its 
binding energy by the impact of 
slow neutrons. 


Consumer Movement Gets Call 


“The consumer movement,” the 
speaker observed, “may be the slow 
neutron that will release the bind- | 
ing energy of our people, the ele- 
ment that will put them to work to 
make political and economic democ- 
racy a reality.” 

Prefacing his plea for action in 
behalf of consumers by a graphic 
summary of their shortcomings, 
Mr. Montgomery pointed out that 
consumers, unlike labor, are unor- 
ganized and, in general, do not 
know how to protect themselves. 
Consumer organizations, he ob- 
served, are too prone to take a sub- 
ject and “study it to death” instead 
of acting, and while there are some 
instances of consumer representa- 
tion when important legislation is 


idan & 


under discussion, these organiza- The S r 
tions have not the “ready, easy | - e Spokane Market is bounded by four of the following mountain ranges: 
automatic means of representation a. Alps : . 
7 1. Alps c. Bitter Roots : ‘s 
that others have. b. R ' ki : E . F e. Cascades 
“The government cannot repre- be MOCKICS d. Canadian Selkirks f. Blue Mountains 


sent consumers,” Mr. Montgomery 

asserted. “Once consumer interests ot ; 

become the wards of the govern- 2 The Spokane Market is as large as: 
. 


ment, a subordinate status will | : . 
preter Te a. Manhattan Island b. France c. New England 
“The trouble with consumers is 

not that they don’t produce any- iat 7 

: thing,” he continued, “but that they 3. Phree principal industries of the Spokane Market are: 

— don’t know anything. Somebody S s . 

oe a. Steel making rrie . . Mini 
ought to take the consumer to the | b. I " a & Agric ulture e. Mining 
fireside and give her a little talk | oo SOT ENS d. Motion pictures 


on the facts of life.” 


ies No Follow-Through 4 Distance between Spokane and the Coast cities of Portland and Seattle is: 
. 


As an example of carelessness on - P 
; a. Between 1,000 and 1 . ' . —s +1 
the part of consumers, the speaker ; and 1,500 miles ce. Less than 50 miles 
j cited the food and drug law for the b. Between 300 and 4100 miles 
ae | passage of which consumers were 
chiefly responsible, he said. 
How many of you know what 4. Population of the entire Spokane Market is closest numerically to one of the following: 
the Federal Trade Commission is r i . 2 
doing now to prevent misrepresen- | a. Daily population Rockefeller Center e. Atlantic City 
tation in advertising?” Mr. Mont- | b. Pittsburgh d. Los Angeles 


gomery asked his audience. sca 


ee «SEED INDUSTRY PROSPERS SNRIINE 


a - Reader survey shows Seed World 4 
yy offers advertisers an annual Z 

BF | ) @ 
= HUNDRED MILLION DOLLAR MARKET , 


tailors, who sell seed and other horiceiturel | ff MORNING SUNDAY 


Me and agricultural items to 41,000,000 farmer 


a ore ae D SPOKANE, 
¢ Combined Daily Circulation 


Published every other Friday 
223 W. Jackson Blvd. Chicago, il. vertisi vi DH" DOL ; . te ; : pa 
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n, Poor Richard Club Ur es Education lines might be and found greatly | have your standards of values and CREDIT FOR TRAVEL 
he Nominates Officers g exaggerated ideas. For instance, the |I have mine. Consumers are peo- 
er ' " of Consumers on average estimated cost of depart-|ple like you and me. yenerally (— 
it , poo pw = a ment store advertising was put by they are pretty independent in their 
é of 0 “ers j : or ena > > ae j ac 95 ‘rr ce ri j <j " » aile : ‘er j , 
7 Club, Philadelphia, May 20, are: Advertising Costs aOEne as Sigh a6 35 per cont with a. vot ae sly yr 
t, resident, J. J. Stinson, Gatchel & an average of something over 10 per | as a medium which has lowered the 
id ML: nning, Inc.; first vice-president,| Los Angeles, May 13.—Exagger- cent. The estimated advertising | Cost of living by making mass pro- 
Si William Berry, Keystone Automo- | ated estimates of advertising costs, costs on a package of cigarets was | @uction possible. 
bile Club; second vice-president, | fostered by certain movements pro- | five cents. I believe one-half of oe 
he Howard A. Medholdt, Aitken-Ky- | fessing to aid consumers, need to > cc je nearer correc ‘oc: : 
“ nett Company; treasurer, Paul Ee mattis gr 00 7 Raggy oly one cent i nearet cor rect. Coca- Appoints Buchanan 
Bien, C. F. Rumpp & Sons; assistant | ~~, ~". AP: yg Cola was estimated at a half cent,! Emerson Radio & Phonograph TRAVEL (\ CREDIT 
treasurer, Dr. Franklin R. Cawl, selves, in the opinion of Dr. Thurs-| but I am told that .016 of a cent | Corporation, New York, has ap- 
Fa’ Journal; secretary, W. Win-|ton H. Ross, director of the Bureau | covers the bill.” pointed Buchanan & Co., New York, Announced by 
” field Challenger, N. W. Ayer & Son. of Research and member of the Referring to the consumer move- | to direct its account. 
caninornacete American Institute of Appraisers,| ment, Dr. Ross pointed out that | RL 
Paint Engineers Appoints |who spoke to the Los Angeles Ad-| goods are bought for a variety of Ayer Advances Toogood | 
Paint Engineers, Inc., Hawthorne. |vertising Club last week. reasons and they are as varied as Granville E. Toogood, associat 
< “ . ee ll . ie Liles i, RS rE ea “UT. : ae > BR. oog associate TRAVEL NOW...NO MONEY DOWN 
N has appointed Callo- McNa- | ,, The bureau,” said Dr. Ross, | individuals are varied. We usu- copy director of N. W. Aver & Son, PAY LATER 
: mara-Schoeneich, Inc., to handle |“Made inquiry into what people |ally buy what we want for what Inc, has been made chairman of Mask an more be prrehned om exactly 
its account. thought advertising costs in certain | we think it is worth,” he said. “You the Ayer copy board. si <hocoutuaienGottas 
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ABOUT ONE OF THE NATION’S GREAT 
MARKETS— Spokane and its Inland Empire 


This test is devised to call attention to one of 
the nation’s most favored markets, often re- 


ferred to as the American Wonderland. 


Five or six correct answers is fair. 


Seven or eight correct is good. 


Nine and over proves a real grasp of 


the basic reasons why advertisers are 
spotting the Spokane Market. 


CORRECT ANSWERS ON NEXT PAGE 


ahead of the U.S. average 


b. Under the U.S. average 


Per capita retail sales in the Spokane Market are approximately: 


« 29% 


ce. Double the U. 


Three of the following statements are correct as regards Grand Coulee dam: 


a. Completed it will be higher than the Empire State building 
b. Has been called the 8th wonder of the World 

ce. It will create 3 times as much electrical energy as Niagara Falls, American side 
d. Its backwater will create an artificial lake 151 miles long 


Coulee dam project, is: 


a. No larger than the District of Columbia — c. 1. 


b. About the size of Rhode Island 


a. Twice what Florida does now 
b. As much as lowa 


stated in four of the following: 


a. Tenth of its wheat 
b. Eleventh of its cranberries ry 


12. 


The Spokane Market has the “World's largest” 
a. Iron ore deposits 
b. All-electric city 


a. Purchase price of Alaska 
b. One year’s traffic tolls of Panama Canal 


nokune 


. Fifth of its apples 
Third of its lead 


ce. Stand of white pine timber 
d. White pine sawmill 


ail 


200,000 acres 


S. average 


Area of the Columbia Basin near Spokane, to be made immensely productive with water from the 


When fully developed with water from Coulee dam, the Columbia Basin will produce farm wealth: 


ec. Enough to pay the national debt 


in four of the following: 


c. §400,000,000 


EVENING 


WASHINGTON 
116,000... An All Time High! 


fori 


The part of the total U.S. output of various commodities produced in the Spokane area is correctly 
e. Tenth of its maple syrup 
f. Fourth of its silver 

e. Power and irrigation dam 


f. Telescope 


Annual output of new wealth in the Spokane Market in a normal year is equal to: 


" 
bonged foe an wad pay the cont, plus « 
© charge. im eas 


monthly matallment.' 
Me Loss of Time 


vs designed bur the cons cnienes of 


Semple Dignified Confidential Pion 
the Travel Crecit Man 


o Temitien ine Tike a rahe oe Passenger Kepresents 


tive of these railroads help von plan your trp an ongdet 


Oot Vevver Meeity omned Vineet Agent on Trew! terney 


1940 15 “TRAVEL AMERICA” YEAR 


Introductory half-page copy for the new 

“travel on credit’ plan, explained in the 

May 13 issue of Advertising Age. This 

copy will appear in late May and early 
June issues of magazines. 


‘Philadelphia to Be GHO 


' forms 


of Westinghouse Radio 


The Westinghouse radio stations, 
KDKA, Pittsburgh: KYW, Philadel- 
phia; WOWO-WGL, Fort Wayne, 
Ind., and WBZ-WBZA, Boston and 
Springfield, Mass., will have their 
headquarters at the new KYW 
bldg., 1619 Walnut street, Philadel- 
phia, after July 1. The Federal 
Communications Commission has 
authorized Westinghouse to move 
its international broadcast station, 
WPIT, from Saxonburg to Hull, 
Mass. 

Walter C. Evans is vice-president 
of Westinghouse Radio Stations, 
Inc. 


Philco Sales Meet in 
Chicago June 10-13 


Salesmen for the Philco Radio 
and Television Company, Philadel- 
phia, now known as the Philco Cor- 
poration, together with 800 dis- 
tributors and jobbers, will hold 


their annual meeting at the Edge- 
water Beach hotel, Chicago, June 
10-13, for a preview of the Philco 


line and advertising plans. 
Larry Gubb, president of Philco, 
will preside. 


Bankers Budget 
Gets Under Way 


Bankers Budget Company has 
begun publication of the “Home- 
makers’ Budget Book” from the 


Board of Trade building, Chicago 
Roy Lundy is president 

The “Budget Book” will be dis- 
tributed through banks to their 
depositors, thus giving it a reader- 
ship with assured financial standing 
While the book contains complete 
for budgeting, it also pre- 
household and beauty hints 
local and national advertising 


sents 
Both 


| will be sold. 


@ WHAT’S ILLEGAL @ 
IN ADVERTISING? 


Legal Crisis in) Advertising” 

things you should not 
things you must say, in 
Written 
who 


“Today's 
tells 


say 


you many 
and some 
your advertising 
in 1910 by a well-known 
has served as defense counsel in numer- 
Federal Trade 
mail fraud cases, 
in folio form of late 


and labeling. 
attorney 
and 


ou- Commission 


this work is a digest 
regulations, laws. 
proceedings and court decisions involvy- 
ing the 


large variety 


labeling of a 
You may 
sending $2.00 to 


advertising or 
of products. 


obtain a copy by 


MLEGAL SERVICER 


509-A Railway Exchange Bidg.. Milwaukee, Wis. 
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Bad Tse’ Cony 
Proves Real Aid in 


Introducing Delsey 
Men 


More Easily 


likely to fix these three words firmly | awfully cunning by its sponsors, to 


in the public mind, Delsey decided | us it stands as one of the most vul-_ 


to employ children ranging from the | gar 


advertising presentations in 


tender age of about one to six or|many a moon.” He further reported 


seven. 


First Ad Stirs Storm 


that Good Housekeeping and Mc- | 
|Call’s have accepted the copy 
|addition to Life, where it broke 


(in 


The first advertisement, appear- first), and it is reported that other 
ing in the middle of February, had | ™@gazines have turned it down. 


the job of breaking new ground for | 
the product, since it had never pre- 
viously been advertised, except in 


Deluge Fails to Come 


Somewhat perturbed by the 


Offended Than Women, package inserts in Kleenex and inj|attention the advertisement was 


Mail Indicates | 


By S. R. BERNSTEIN 


Chicago, May 16.—That what is or 
is not “in good taste” is still a mat- 
ter of conjecture, provable only by 
the results, has been amply demon- 
strated by International Cellucotton 
Products Company, whose introduc- 
tory magazine campaign on Delsey 
toilet paper has stirred up a con- 
siderable amount of comment in 
recent months. 

Introducing a new product at a 
rather high price in a highly com- 
petitive field, the makers of Kotex 
and Kleenex sought a new copy ap- 
proach, eschewed competitive and 


wildcat claims, and based their 
entire copy appeal on exactly three | 
words: “Soft like Kleenex.” 


test newspaper campaigns in two} 
cities. 


buckeye | 


announcement copy, 


getting, L. E. Meyer, advertising 


Instead of using conventional | manager of the company, and Lord 
this| & Thomas, its agency, awaited the 


introductory magazine copy con- deluge. They were not entirely dis- 
sisted of about 70 per cent white| appointed. The copy did pull com- 


space, a delicate but small wash | 
drawing of a very young child sit- | 
ting on a chamber pot, “balloon” 


ments, but the total up to the pres- 


ent, when it can well be assumed 


that the excitement is over, has not 


line, “I’m on a sit-down strike till| even approached the 300 mark, Mr. 


” 


mom gets Delsey!”, and a band 
across the bottom showing the prod- 
uct, its name and price, and the 
“Soft like Kleenex” keynote. 

The artwork and balloon copy) 
were the subjects of considerable | 
discussion on the basis of their pos- | 
sible offense to protectors of the 
public’s morals, and when they ran 
were the subject of widespread com- 
ment. One critic in the business 
press raked the advertisement se-| 
verely over the coals, asserting that | 


Meyer told ADVERTISING AGE. He 
based this estimate on the fact that 
total mail received by Life, McCall’s 


j}and the company itself was about | 


200 letters, while nothing had been 
heard from Good Housekeeping, 
Parents’, Woman’s Home Com- 
panion, American Home and Better 
Homes and Gardens, beyond the 
fact that a bet had been made with 
an executive of one of the largest 


of these magazines that the adver- 


tisement would not pull 100 com- 


As the art appeal which was most! while it “may be considered awfully, | plaints, and the bet was paid off 


| 


Let These Publishers Take You to Market 


Some years ago a number of business paper 
publishers took a new look at the problem of 


market coverage. They argued as a salesman- 


ager would argue. They said: 


They know where they’re going 
| 


“A salesman- —— 
waste distribu 


ager does not permit his men to talk to anybody 


who will listen. He insists on 


buying power and buying authority. 


words, he controls the ‘circulation’ of his sales- 


force to the limit.” 


“What would happen,” said these business 


paper publishers, “if we worked along the same 


lines? 
our circulations . 
fully and scientifically 
zines so that they would insist on 


and then placed them accurately 


of the men who make up the buying market 


9°” 


and in their hands alone? 


What would happen if we controlled 


.. built up market lists care- 


contact with 


In other 


What happened was a triumph in business 
paper advertising effectiveness. The Controlled 


method of circulation not only eliminates the 


tion that saps the advertising 


strength of any magazine and gains a complete 


inates the stumbling block to its success of | the 


traditional subscription selling . . . the inability 


of any salesma 


prospects. 


purchased by 


. edited our maga- 


; the facts. Let 
attention... 
m= the hands product to ma 
going... and 


and where it ¢ 


n to reach and sell 100° of his 


Controlled, complete coverage can now be 


an advertiser in a full light of 
C.C.A. publications take your 
rket. They know where they’re 
you know exactly what you buy 


omes from. 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


Bakers Review 

Bankers Monthly 

Better Roads 

Combustion 

Compressed Air Magazine 
Contractors and Engineers Monthly 
Diesel Progress 

Drug Topics 

Dun’s Review 

Electric Light & Power 
Electrical Dealer 
Electrical Manufacturing 
Equipment Preview 
Excavating Engineer 


Golfdom 


CONTROLLED CIRCULATION PUBLICATIONS 


eee 


Graphic Arts Monthly 

Hitcheock’s Machine Tool Blue Book 
Industrial Equipment News 

Industrial Power 

Jobber Topics 

Liquor Store & Dispenser 

Machine Design 

Meat 

Meat Merchandising 

Mill & Factory 


Modern Machine Shop 


New Equipment Digest 
Petroleum Marketer 

Pit and Quarry Handbook 
Premium Practice 
Progressive Grocer 
Purchasing 

Roads and Streets 

Rug Profits 

Soda Fountain 

Super Service Station 
Tires 

Western City 

What's New in Home Economics 


Wood Products 


"QUESTIONABLE TASTE" PROVES UNQUESTIONABLE 


| 
| 


‘te 


‘ae 


Die 


Soft like Kleenex:..a Kleenex product 


se SPRADE Mame MA IAD PAT OFF 


Introductory magazine advertisements for 
considered in questionable taste, but which proved of real value in attaining 
distribution and sales for the product. 


mm 


> 
Rae ‘ 


Delsey toilet paper which 


some 


long ago. 

Furthermore, according to Mr. 
Meyer, only about one-third of the 
letters which have come to the 
company’s attention have been 
critical of the advertisement, and 
of these, strangely enough, those 


coverage of vital buying factors, but it elim-| from men far outnumber those 


from women. Almost two-thirds of 
voluntary mail praised the 
effectiveness of the advertisement, 
and so many of this group asked 
for reproductions of the artwork 
that special photographic reproduc- 
tions were made in slightly larger 
than the original size, 
tributed to inquirers. These repro- 


no type matter, their sole tie-up 


photographer or artist might sign | 


Aid to Distribution 


Far from hurting the distribution 
and sales of Delsey toilet paper, | 
the particular advertisement which 
was questioned from the standpoint 
of good taste actually performed a 
unique service, according to Mr. 
Meyer, because one of the country’s 
largest drug chains, which had 
|refused to stock the product, be- 
came so enthusiastic over the initial 
|advertisement that it not only 
changed its corporate mind but 


| , 
| They’re 


| paper 
and dis-| 
ductions carry no advertising and | 
with the product consisting of the | 
word “Delsey” written in the cor- | 
ner in the same manner in which a | 


his work. | 


insisted upon having 18x24-inch 
blow-ups for use in the windows 
of all its stores. These blow-ups 
were widely used by independent 
druggists, also. 

Another unexpected bit of favor- 
able publicity was given the adver- 
tisement, and_ incidentally the 
product, in the Howard News, 
important community newspaper in 
Chicago, last month, when it ran 
an editorial feature describing the 
controversy over the advertisement 
and illustration, and _ incidentally 
reproducing the illustrations from 
both the first and second advertise- 
ments in the Delsey series. 


Criticism of the baby on the 
chamber pot is “rubbish,” club 
women are reported to have told 


the paper—‘“a typical man’s point 
of view.” “One of our young min- 
isters,” the editorial feature con- 
tinued, “with a baby about this age 
| said that anybody objecting to these 
pictures is ‘just looking for some- 
| thing.’” 


Results Satisfactory 
So Delsey and Lord & Thomas 


propriety of their copy any more. 


aren’t worrying too much about the | 


going through with thei 
series of child advertisements, and 
the newest of the series, scheduled 
to appear some time this summer, 
shows a child sticking his head out 
of what very definitely resemb| 
a bathroom door to inquire plain- 


tively: “Wonder when Mom is 
going to get Delsey.” 
The net result of the unusual 


advertising approach has been that 


while Delsey continues to be com- 


paratively small fry in the toilet 
field, when compared with 
some of the older giants, sales are 
currently well ahead of expecta- 
tions, and distribution is well ahead 
of schedule. The new product, M: 
Meyer admits frankly, has _ been 
easier to place in drug and depart- 
ment stores than in grocery stores, 
simply because International has 
been operating in the drug field 
and is much better known in that 
field. 
Repeat Sales Large 

Not only is Delsey selling well to 
try-out customers throughout th 
country, but a check made of sales 
in the Cleveland and Denver mar- 
kets, where test advertising was 
started last fall, has demonstrated 
that repeat sales are accounting fo! 
a substantial volume in both mar- 
kets. 

Delsey bears the distinction of 
being the only nationally-advertised 
toilet paper which is price-fixed in 
all fair trade states at three pack 


|}ages for 25 cents. 


ANSWERS TO QUIZ 


1. Bounded by Rockies, Selhirks, Casce 
Blue Mountains. 


2. Large as New England. 


3. Agriculture, Lumbering, Mining 
three principal industries. 

4. Spokane to Coast cities, between 00 d 
1) miles. 

5. Spokane area population closest to tha! 
of Pittsburgh. 

6. Per Capita Retail Sales 29°) above | > 


average. 

- Grand Coulee dam, “8th wonder of! 
BV orld,” will create 3 Niagaras of ene’ 
and form 15l-mile long artificial !o* 

8. Columbia Basin contains 1,200,000 a 

9. Entire output Columbia Basin ' 
that of Florida. 

. The Spokane area produces llth 
nation’s wheat, 5th of its apples, dr’ 
its lead, ith of its silver. 

ll. It has Werld's largest all-electric « 
stand of white pine, white pine sav © 
and power and irrigation dam. 

12. Annual output $400,000,000. 
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MAGAZI B ns Ex rt am the chairmanship of President R. M. 
MAY LINAGE OF CANADIAN ) G Z NES 4 esi Pap 7 dew my paign ae England Daily Hennick, of the Republican and 
Pages Lines Pages - — . , — American, Waterbury, Conn., dis- 
a’ 69.7 18.8 .9 ‘ ,\|Pa., has launched a campaign in : / aes . ; 
ian H 60.1 + a 457 |South Africa for Scottissue and | Executives Hold cussed the matter of getting more 
lian yn “« Gara 


‘i ie . iso Waldorf tissue and is continuing Meeti ng n Bo ton advertising from chain stores and 
é ine isu ' : : seh ; 
i oa Home Journa io4 19 ‘ e444} Promotion in Peru and 1 1 ) 


Colombia, decided to continue the committee 


National Home Month! ‘ a4 ‘ *+|South America, for Waldorf and in Boston, May 15.—The_ spring on this subject, headed by J. Maxim 
j j ) +4 1 ‘ | , ~ nn . . y 
a rty : __. Wane | Hawaii for Scottowels. The Johan- | meetings of the New England Daily | Ryder, Springtield Newspapers. 
‘tal Grous 213,122 194.405 | Mesburg office of J. Walter Thomp-| Newspaper Association and the Mr. McKinney spoke in emphatic 
Commercial Display in Canadian Farm Papers |son Company is handling the South | New England Newspaper Advertis- support of newspaper advertising 
: £340 sche African drive and the Latin Ameri- “WR ve ‘ 
Monthlies. Pages Lines Pages Lines | |. in division is in charge of the two | [8 Executives’ Association were | especially in competition with radio, 
rs Magazine 1.8 2,241 8.2 19,720 | © S Se OF ule : ’ * © 16 p . ir 
y Guide & Nor’-West Fa 264 O41 z 1y.t22 | latter phases of the campaign both held here yesterday, and the} pointing out that both have thei 
@ Ranch Review ms 197 10.9 $0 i organizations met together | place in the sun, and that although 
xa* mer’s Advocate & Home Magazine.. 27.8 19,444 . 19.994 ifter lunch to hear an address by | radio advertising has developed ; 
oor eee i ss by | ri é sins as da 
— 41.282 S842 Blacky to Erwin, Wasey Ray H. McKinney, of J. P. McKin-| remarkably convincing story, the 
r iste — = 19 c Emil J. Blacky, editor of the|ney & Sons, newspaper representa- | newspaper audience of nearly 40 
ee Te ak iene ages — — Feed Bag, published by the Edi- tive, on national advertising prob-/| million daily is one which can be 
’ istern Edition 40.8 40,824 38.4 38,482 7 ane ng  eseygeicar pee for | lems The business sessions were | reached so economically and effec- 
f ctsendg sang Silat s ans cea | he past years, has resigned to | held separately, as usual, the pub- | tively through the daily papers that 
Press Prairie Farme oo ; “ ’ become an account executive with “a rs ? ee : t 
‘Canadian Countryman vy erg Erwin, Wasey & Co., Chicago \lishers electing William Dwight, | regardless of rate problems or com- 
\ 1 ror ce o.4 6.9. “8 18 4 ’ aot ! °9 « | 
Western Producer Se : — Bratt Transcript - Telegram, Holyoke, petitive media advertisers should 
‘tal Group 149,174 148.982 Lawt : Mass., as their new president, and | continue to buy it in increasing 
ex N ks | lent, asing 
sethantes ames Hic Orrin Andrews, The Day, New Lon- | volume. 
‘Figures received from Publishers Information Bureau Lawtex cee — of don, Conn., as vice-president. The ST 
LApril linage, not included in the total sportswear, has namec icks Ad-| ratiring paid a i a ae nn 
emi-monthly, both issues included vertising Agency, New York to te oe —— Ce | ‘ pit WAPO to Headley-Reed 
‘ive issues : .. . : oO tle SUN, esterly, ; Be fas 
Five issues handle its advertising in magazines, = » ceding © . y f th 4 by: - Station WAPO Chattanooga 
‘ ear , : newspapers and business publica- | 8'V€" @ Standing vote of thanks for Tenn., has appointed Headley-Reed 
Canada Magazines Store Publishing Corporation, New |tions. Francis Marquis is account his services. Company, New York, as national 
York, publisher of the magazine. executive. The advertising executives, under ; 


advertising representative. 


Report 9.6% Gain 
in May Linage 


Chicago, May 14.—Linage in May 
issues of Canadian magazines to- 
taled 213,122, a gain of 9.6 per cent 
over the 194,403 lines carried by the 
same publications in May, 1939, 
according to reports to ADVERTISING 
Ace today. All but one of the 
magazines reporting showed in- 
creases over 1939 totals. 

May linage in the two Canadian 
farm monthlies reporting was also 
substantially ahead of 1939 totals. 
These two—Farmer’s Magazine and 
Country Guide and _  WNor’-west 
Farmer, carried a total of 41,282 
lines as compared to 38,842 lines in | 


; 1939, an increase of 6.3 per cent. 

April linage in the farm weeklies 

; totaled 149,174 as compared to 148,- 

,' 982 in 1939, an increase of 0.1 per 
cent. Figures and page totals for 

‘ the individual papers are shown in 
the sa ths table. 

] 


t Pearl, Paul of BBDO 
Win “Sun” Contest 


Leslie S. Pearl, head of the crea- 
tive board, and Kenneth W. Paul, 
an art director, of Batten, Barton, 
- Durstine & Osborn, won the third 
| annual Father’s Day newspaper 

promotion campaign contest of the 
New York Sun. The prize was $500. 
Honorable mention was given David 
E. Robeson, Jane Mitchell Robeson 
and T. J. Ross, Pittsburgh, the team 
which won the 1939 award, and to 
1 William T. Toss, Young & Rubicam. 
t The Sun and other newspapers 
will publish the winning series of | 
advertisements beginning June 10 
and continuing with one advertise- 
ment each day until Father’s Day, 
June 16. 


Advance C. H. Hashagen 
' Charles H. Hashagen, production 
manager of Chain Store Age, has 
been elected controller of the Chain | 


on 550 Kilocycles 


In recognition of KSD’s long record of public service in 
the Middle West, the Federal Communications Commission 


: | has granted this station full time on the air, effective not 
| later than July 1, 1940, with the privilege of broadcasting 
a | at any time during the day or night without interruption. 


| PRINTING | KSD Also Has Full 24-Hour 


Ad-Setting Associated Press News Service 


. . rr KSD now has available the full 24-Hour Service of the Associated 
Engraving e “Printing Press News. This is the first time any broadcasting station has had 
the full 24-hour rights to Associated Press. A separate wire system 


AITHORN service is ; . ntl . . . 
}' complete —Ad-Setting, is being used, bringing dispatches direct to KSD news editors. 
' Engraving, Printing. You 


can use one or all as required, 


you. Baporicnce prover thet | Sy... _dbesel daben 2 ergeeeer ae te pane, 


there is often a distinct advan- 


tage in having your typography . a - 

done where you can get engrav- —— 

ings and press proofs in any ta tion | e Ouils ost - is a Cc 
quantity. Phone Wabash 7820. 


. i _ POST-DISPATCH BUILDING, oes, NO SC 
“he Faithorn Corporation ee - FREE i 2 Le INC., NATIONAL ADVERTISING REPRESENTATIVES | 


504 Sherman Street, Chicago 


- 
NEW YORK CHICAGO DETROIT ATLANTA SAN FRANCISCO LOS ANGELES © 


AC omprehensive, Complete Day and Night 


Service for Advertisers and 
- Advertising Agencies 


aie : Napkeat Ieee wet : ae OS rm fh Ree ot ete ; Siar 4 " a i. ey 5 tis ones ae r: 3 ag 
a oats : vay eth : ; : Oy eo Ty ae frig - ns Ee bul Se ea Pe Ae Fa vag’ 
5 a » “ st t an zg a4 : 3 F 
° A 4 nf ) s Res” 
awets “ 3 A - aaa So Bai re ex : m ¥ “ Se Po : 3 : a % is yes =. 3 ye ts ye enae z 
epee 
ie 
Rees. = Ae 
cee 
ee ee 
eat. 
a8 
% oe \ 
es | 
eo ee 
Soar 
ee 
— 
ae 
=e 
Ee 
ay <Sioee 
; 
7 - 
> & 4 
: 34 
Z. 
hall . a % 
he ¢ -— : a AT 3 i joe | ae . Ria 
| 7 a a eee a. 8 ee ae 
7 a e os = 5 eee ed cons ff 3 ee -y Rtas, 
4 : eel - 
7 : es Bae. - 
ies (7 : ; e 
aa oe ST any Ft na 
f _ ST.LOUI! # on ‘ 
= > rn) = i, gee Pi ” 
- ; 4 if é 
ing ange x se 
; es re f 
——.. : —e : “ Pe 
at! 0 Bs. eae aia - rn : SS 
i - “ONE ae Ps a a4 4 m . i 5 ’ he 
= i “ey ee es os , ee. sie am BE 
; oe =, ( , - : ain 7 
it ‘s ~~ 7 : i at os = 
be * ‘ ike a ae oe 7 
: ’ : oo, a ve 
: os : ae sete ae? a | ey 7 
ae erin : 7 "ie a Seale ei oe i ee foes _ 
= on — eT a i ae ” 
Pe 
= ; 
bad ' 
.e a 7 - 
. o 
—. ; " = sytanbdins 
\ | ‘ ’ 
3 
ee 4 
_—_—_—— 
| 
a a 
=a 
= 
aes 
ww, -, 
7s A = 
wel 
=e ait 
” i 
a 4 
we S04 
se Be: 
eid . 3 
re gees a 
Tae 
F 
le 5 eae 
| hae ee 
=. 
j : 
en a" 
rm 
et eng, 
ay ts 
s a 
es a: 
Mee a fe 
eee ae . j - a fr 4 - Dy “on é 5 i ra : 4 ‘ ‘ ,? sty - é ° ae vs; Se ay * 2 am ¢ oe ; oa 4 


' 
| 
j 


ae a. —o 


ie 


28 


ten 


ADVERTISING AGE 


May 20, 1949 


Food and Drug 
Unit Switched to 
Security Agency 


Washington, D. C., May 16.—Fail- 
ure of the Senate to disapprove the 
President’s Reorganization Plan IV, 
definitely places the Food and Drug 
Administration under the Federal 
Security Agency in place of the De- 
partment of Agriculture, 
has been heretofore. 

The Senate defeated the resolu- 
tion disapproving the plan by a vote 
of 46-34, thereby permitting the 
plan to go into effect. Previously, 
the House had disapproved the pro- 
gram, but disapproval by both 
Houses is necessary for defeat of 
such a program. 

The Senate action clears the way 
for readjustment of the work of the 
agency which has been pending 
final action of the  President’s 
recommendations. 

One effect of the reorganization 
will be indefinite postponement of 


where it 


the proposed hearings on the ques- 
tion of labeling “health” foods. The 
hearings, originally scheduled to 
begin April 29, and then postponed 
indefinitely, were to have been held 
for the purpose of formulating reg- 
ulations. They will probably be 
held at some time after the reor- 
ganization of the agency is com- 
pleted, but no definite announc:- 
ment concerning them has been 
made. 


Drops WESG Studios 

The Elmira, N. Y., studios of 
WESG, which since 1932 has been 
sponsored by the Elm.ia Star-Ga- 
| zette, will be dropped June 3 and 
| programs will be broadcast from 
| Cornell University, Ithaca, waich is 
licensed to operate the swucn. 


Open Bird Seed Drive 
R. T. French Company, Roc icster 
and Philadelphia, is promo cing a 
now ten-cent package of bird seed 
n Eastern newspapers. The Rich- 
jard A. Foley agency, Philadelphia, 
| has the account. 
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DOUBLE FEA 


ra ~~ 4 


We've just had twins and they’ve brought with them an 


additional weekly circulation of 6,729,158 people now avail- 


able for advertisers interested in sereening one minute 


commercial talkies in motion picture theatres. This in- 


creases presentavailablecirculation tomore than 41.712.241 


people per week, reached by 


Minute Movies through Gen- 


eral Sereen Advertising. Inc. Now you can present your 


advertising story in Sight, Action, Color and Sound and 


book it as a regular part of theatre programs in many 


additional markets from coast to coast. 


We welcome the twins—Motion Picture Advertising 


Service Co.. Ine. of New Orleans and United Film Adver- 


tising Service, Inc. of Kansas City. formerly the two 


dominant distributors for Screen Broadeast Corp. 


GENERAL SCREEN 
WRIGLEY BUILDING 


"Theme prominent film companies are our co-distributors — 
assuring accurate theatre screening schedules in more than 


10,000 theatres! 


Alexander Film Co. 
Colorado Springs, Colo. 

. 
A. V. Cauger Service, Inc. 
Independence, Mo 

© 
Green's Advertising Agency 
San Francisco, Cal 

e 
Motion Picture Advertising 

Service Co., Inc 


New Orleans, La 


- 


ADVERTISING, INC. 
+ CHICAGO, ILLINOIS 


Co fies 


Ray Bell Films, Inc. 
St. Paul, Minn. 

7 
Screen Adettes 
Portland, Oregon 

° 
Screen Ad Exchange 
Binghamton, N. Y. 


United Film Ad Service, Inc. 
Kansas City, Mo 


__ Getting Personal 


General Electric’s Robert L. Gibson was right at home on the pro- 
gram of the recent American Marketing Association meeting. Both 
he and the speaker who preceded him, Walter H. Gebhart, industrial 
s.m., Henry Disston & Sons, are deacons in the Presbyterian church. 
What’s more, the speaker before Gebhart was Walter A. Bowe, a. m., 
Carrier Corp., who was Gibson’s first boss at G.E.. . 

James A. Silin, account executive of Chambers & Wiswell, Boston 
agency, has an extra-curricular iob as business manager for Jimmy 
Foxx and Ted Williams, sluggers who cavort for the Boston Red Sox. 
He handles their arrangements for advertising testimonials and the 
like... 

Samuel B. Dobbs, director of the Sydney office of J. Walter 
Thompson Co., has been elected prexy of the Australian Association of 
Advertising Agents. . . 

T. M. Cleland, artist and designer who restyled and designed 
numerous magazines and newspapers, has been awarded the gold 
medal given annually by the American Institute of Graphic Arts. 
Cleland has been associated with the graphic arts field for 45 years... 

L. M. Rousseau, a. m., Peter Doelger Brewing Corp., who has 
been itemed here previously for his extra-curricular activities in the 
field of literature, has had his play, “Gods for the Night,” published 


PICK UP A LITTLE EXTRA IN "SUN" CONTEST 


Kenneth W. Paul, an art director, and Leslie S. Pearl, head of the creative board 

of Batten, Barton, Durstine & Osborn, collect their first-prize checks in the annual 

Father's Day advertising competition of the New York Sun from Edwin S. Friendly, 

Sun business manager, while Alex F. Osborn, BBDO executive vice-president, 
beams approvingly. 


before it has been produced on Broadway. It has had a tryout and 
is being considered by Joan Crawford for the vehicle to mark her 
return to the stage after a decade of effort confined to the cinema. . 

C. H. H. Weikel, comm’! research mgr., Bethlehem Steel Co., tells 
this story about a French friend of his who came to call and brought a 
fellow countryman along. Neither’s English was entirely adequate. 
The host thought one of them was talking about his family and 
politely inquired how many children monsieur had. The Frenchman 
replied that he had been misunderstood, that he had no children since 
his wife was “impregnable.” The other Frenchman, realizing that an 
error had been made, chimed in with “what he really means is that 
his wife is inconceivable” , 

Speaking of stories, the latest one going the rounds about Con- 
gressman-adman Bruce Barton refers to his appointment to the House 
committee on Indian affairs. According to the report, when friend 
Rube Goldberg heard the news he wrote the Congressman asking his 
aid, saying, “I’ve always wanted to have an affair with an Indian” 

A lengthy versification entitled “Which Fly for Tobyhanna Trout?” 
comprises this year’s invitation to space buyers with a yen for fishing 
to attend Farm Journal's annual fishing party at Sid Jenkins’ farm 
up thar in them Poconos. Every guest’s name is dragged into the 
verse somehow. . . 

George W. C. Weissgerber of Philadelphia Binding Co. has had 
an ice box built in his car so he can bring home his piscatorial trophies 
intact... 

Members of the Summer Advertising Golf Association are already 
looking forward to their 36th annual tournament at the Spring Lake, 
N. J., Golf and Country Club June 27-30, where Hotel Monmouth will 
be official headquarters for the championship competition. Charles H. 
Jennings, Miami Beach, grabbed the honors last year. 

Among those returning from a winter in warmer climes is Bur- 
ridge D. Butler, owner of WLS, Chicago, and KOY, Phoenix, Ariz., 
who has returned to Chicago to spend the summer months after a 
winter at his Arizona home... . 

We know Howard Medholdt, Aitkin-Kynett, Philadelphia, hasn't 
time to sit for a portrait, yet the model on the current poster for 
A-K’s client, Marvel cigarets, looks like Howard. He says if he had 
that much time he would complete the advertising textbook he out- 
lined last fall 

If you have to be in two places at the same time, Chester L. Price. 
City National Bank, Chicago, has the answer. While he was speaking 
in person before the Chicago Executives Association at the Blackstone 
hotel, his recorded voice was giving an acceptance speech at the Hotel 
Bismarck as incoming president of the Chicago Financial Advertisers 
Association, sound effects and all. . . 

Ken R. Dyke, director of national sales promotion for NBC, has 
been elected grand president of Alpha Delta Sigma, national adver- 
tising fraternity. . 

Kirsten Company, Seattle, maker of the Kirsten scientific pipe, 
threw a party for the Pacific National Advertising Agency, which has 
the account, features of which were a huge cake decorated with the 
words, “Orchids to the Pacific National Advertising Agency,” and ice 
cream molds in the shape of orchids. Lithographers, artist and mail 
bureau members who assisted on the Kirsten promotion job also were 
among the guests 

Kellogg M. Patterson, who has been Western manager for the 
Cincinnati Times-Star for 20 years, has been appointed Midwestern 
manager for Senator Robert A. Taft in his campaign for the Repub- 
lican presidential nomination. Senator Taft is one of the owners of 
the Times-Star. Mr. Patterson, who is opening Taft headquarters at 


333 N. Michigan avenue, Chicago, believes the Senator’s prospects are 


bright. . . 

Doc Black, Charles Daniel Frey Company, Chicago, is still hob- 
bling around on crutches. Believe it or not, he stumbled on the street 
and found himself with a broken leg. . . 


Revamp N. Y. Code 
to Eliminate 
Media Liability 


New York, May 15.—Advertising 
media in New York City were freed 
of responsibility for mislea 
drug, device or cosmetic advert 
under the terms of the amendm y 
to the sanitary code adopte; t 
yesterday’s meeting of the boa) 
health. The amendment, mo eq 
along the lines of the federal ng 
state laws, will take effect Jul. | 

As the amendment was origi 
drafted, media were held res; 
ble for “tthe dissemination of 
advertisement relative to any 
device or cosmetic which is fals« o; 
misleading.” 

Representatives of adverti-ing 
media in this city appeared 
hearing before the board of he. |t| 
last month to register a protest and 
declare that a newspaper or  idio 
station should not be held resp: 1s 
ble for a manufacturers’ adve>tis- 
ing because of the difficulty of 
checking its truthfulness. 

As the amendment now  stinds 
the board of health will request of 
, the advertising medium the name 
of the manufacturer’ considcred 
guilty of false or misleading adver- 
tising. If the advertiser is located 
| within the city limits, he wil! be 
/prosecuted for a violation of th 
sanitary code. The state board of 
pharmacy will handle intrastat 
violations and the case will be re- 
ferred to the United States Depart- 
ment of Agriculture if the adver- 
tiser is located outside the state 

In any case, the board of health 
will order the advertising medium 
|to discontinue the objectionabl 
|advertising. The board would b 
required to prove in a court action 
that the advertisement in question 
| was false or misleading if the ad- 
vertising medium should refuse to 
comply. 

Violations of the sanitary code ar: 
misdemeanors and the extreme pen- 
alty is $500 or a year in jail or bot! 


4 


| 


Buys Nassau Weekly 


Port Washington News, Long 
Island, weekly newspaper founded 
in 1903, has been acquired by Gris- 
com Publications, Inc., owner of 
nine weekly newspapers in Nassau 
County. The name of the company, 
headed by Bronson W. Griscom. 
publisher, and James H. Van Alen, 
vice-president, will soon be changed 
to Griscom-Van Alen Publications, 
Inc. 


Joins “Glamour” 


Donald FE. Robinson, formerly 
|; with Lester Harrison Associates 
New York, has joined the staff of 
Glamour, a Conde Nast publicatior 
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ime has made today’s 
the most important influence on pure 
for mdustry Purchasing” i he 
national magazine and it cover 
centralized industrial purcha-ing 
the €. S.! Get the facts! Conover 
Corporation, 205 FE. t2nd Street, New 
City; 333 N. Michigan Avenue, Ch 
*Pigures from “Purchasing's” 
Study of 1750 Requisitions — 
one day in 17 typical plants 
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3 Committee 
Named to Sift 
Consumer Data 


New York, May 17.— All phases 
the problem of business - con- 
sumer relations, considered here 
this week at a conference sponsored 
by the National Association of Bet- 
ter Business Bureaus, will be 
threshed out by a committee which 
has been appointed to make a com- 
prehensive study of the matter as 
it was presented in conference 
sessions. 

Heading the committee is Ken- 
neth B. Backman, manager of the 
Boston Better Business Bureau. He 
will be assisted by seven other sec- 
tional BBB leaders. 

First task on the agenda of the 
committee will be an analysis of the 
papers delivered at the conference, 
particularly those expressing the 
consumer viewpoint. When the 
ommittee has completed its work 
t will draw up recommendations 
for a course of action which will be 
passed along to local bureaus for 
further study. 

Hopes have been expressed that 
eading producers in the consumer 
goods field also will form a com- 
mittee to cooperate with the Better 
Business Bureau group in meeting 


the challenge of the consumer prob- | 


em adequately. 

In the election of officers Charles 
H. Kellstadt, general manager of 
Sears, Roebuck & Company, Cleve- 
land, was reelected chairman of the 
National Association of Better Busi- 


ness Bureaus. Other officers who} 
vere elected include Robert J. 


Bauer, Los Angeles, president; 
George H. Dennison, Pittsburgh, 
vice-president; Muriel N. Tavetkoff, 
San Francisco, secretary, and T. 
Overley, Indianapolis, treasurer. 


“Tampa Times” Gives 
Frequency Discounts 


Effective June 1, 1940, the Tampa 
Times will allow volume and fre- 
juency discounts, ranging up to 20 
per cent for volume of 100,000 lines 
r over, and up to 10 per cent for 
\2 consecutive weekly insertions, 
m all general advertising. The 
maximum discount which can be 
earned is 30 per cent from the base 
rate of 11 cents a line. 

The Times is believed to be the 
first individual paper to set up a 
discount scale of this nature, fol- 
owing the lead taken by Basic 
Newspaper Group | in the Southwest. 


“New York Sun” 
Issues New Data Book 


The individual linage records of 
1,900 advertisers who used 2,500 or 
more lines of space in New York 
hewspapers during 1939 are _ in-| 
cluded in the 1940 edition of the 
New York Sun’s annual market 
data book. 

A wealth of other basic market | 
information is also offered. The 
book is the 17th consecutive annual 
edition issued by the mowspaper. 


Promotes G. F. Leonard 


George F. Leonard, formerly sales 
man of Tobacco By-Products & 
Chen | Corporation, Inc., Louis- 
ville is been advanced to the 
. t of vice-president in charge 
) . 


Driscoll Joins Plaza 


H rd B . . ae _ ap- L 
d B. Driscoll has been Pe | ance. Warm cooperation between 


DOIN? 


an account executive 


Coordination of 
Sales and Copy 
Not Enough | 


New York, May 14.—Mere coordi- 
nation of advertising and selling 
are not enough, Harry Simmons, 
sales consultant, emphasizes in his 
latest book, “New Roads to Selling,” 
just published by Harper & Broth- 
ers. While a part of the new 
volume includes previously pub- 
lished material, 13 chapters are 
entirely new. 

“One of the outstanding problems 
of efficient marketing,” said Mr. 
Simmons, “always has been, and 
probably always will be, not only 
the effective coordination of sales 
and advertising, but the concen- 
trating and directing of those efforts 
to the salesman’s contact at the 
point of sale. 

“To get the most profitable ‘os | 
sults from sales and advertising 
campaigns—to be of the most prac- 
tical help in making more sales— 
we must definitely plan for closer 
tie-up between sales and advertis- 
ing departments and salesmen in|} 
the field. 

“There you have the eternal tri- 
angle and the eternal headache of 
modern distribution. If I were to 
chart the relationship between the 
three elements of this proposition, 
|I should present them as an in- 
verted triangle, with advertising 
jand selling at opposite ends of the 
base line, leading down and bear- 
ling down on the salesmen in the 
| field and at the point of sale.” 


| 
Advertising at Work 


_ ; ; 
Mr. Simmons gave this check list 


me advertising managers: 
| 1. To acquire and maintain a| 
‘sales language, a sales viewpoint 
and a sales tie-up in their advertis- 
ing. 

| 2. To build their advertising so 
that it can actually be used by 


OLDSMOBILE SIGN HELPS BASEBALL FANS Economy Theme 


Heads New Drive 
for Post Toasties 


New York, May 16.—Marking the 
advent of the cold cereal season, 
General Foods Corporation will use 
special copy for Post Toasties in 
The American Weekly and This 
Week, featuring an economy theme. 
Quoting figures from surveys made 
by A. C. Nielsen Company, copy 
asserts that Post Toasties cost less 
per ounce than most other leading 
brands, offering an average of four 
and a half ounces more for every 
dime spent. 

The four-color copy is scheduled 
for two insertions in each of the 
magazines and will supplement Post 
Toasties advertising in a list of 
Sunday newspaper comic sections 
in key markets. Benton & Bowles 
is the agency. 


This sign at the St. Louis Cardinals’ park flashes green for a hit and red for an Friendly Re-Appointed 
error, tying up neatly with the message on the sign. It is 22 x 26 feet, and is Edwin S. Friendly, business man- 


salesmen in the field in their sales 
presentations. 
| 3. To keep salesmen advised of | 
all advertising, publicity and helps 
that are scheduled to appear. 

4. To be sure that all salesmen 
receive a supply of reprints and 
copies of all advertising material, 
| with practical suggestions on how | 
to use them and how to tie them | 
into their daily selling. 

5. Last, but not least, do exactly | 
'the same thing with jobbers, dis- | 
tributors, dealers and their sales- 
men. 


Salesmen Confused 
} 


“It is a fact,” commented the ex- | 
pert, “that advertising managers 
occasionally become so fascinated | 
| by the advertising foreground that | 
| they forget to inject the selling 
background. As a result, salesmen 
en the field become so confused and 
mystified by the advertising of their 
own companies that they cannot | 
figure out how to tie it in with their 
sales presentations. When the aver- 
age salesman is forced to unravel 
the convolutions and circumlocu- 
tions of his own company’s adver- 
tising, he is likely to follow the line 
of least resistance, and drop the 
so-called advertising help entirely.” 

The sales manager is equally 
remiss at times, Mr. Simmons re- 
ported. He may acquire the habit 
of minimizing the role advertising 
plays in cutting down sales resist- 


the heads of these two departments 


He will continue to act as is essential if maximum results are 


HOW GOVERNMENT 


Pla Advertising Agency, New 
Yi 
representative of the Na-|to be obtained. 
" Food Distributors Associa- 
on 
— _ 


es 


re *!8 mothers requested 348,340 
“lets and samples from the 

Ce NGRATULATIONS Service De- 
tment during 1939. 


REGULATES BUSINESS 

New York, May 9.—“How Gov- 
ernment Regulates Business,” a 
series of weekly radio addresses de- 
livered in 1938 over Station WNYC, 
New York’s municipal system, has 
been published in book form by 
Dynamic America Press. The vol- 
ume was planned and organized by 


GIBBONS KNOWS CANADA\| 


J. J. GIBBONS LIMITED - 


ADVERTISING AGENTS 4"! 


located next to the scoreboard. ager of the New York Sun, has 

been reappointed chairman of the 

or en = ; —_ committee in charge of the Bureau 
nag — member of the New ‘Marketers to Meet be Advertising, American News- 


irtually every federal law whic Leo Nejelski, Pepsodent Com-| Paper Publishers Association, by 
Virtually every federal law which pany, will speak to the Chics ane | John S. McCarrens, general man- 


affects advertisers is discussed in chapter of the American Marketing | @&er of the Cleveland Plain Dealer 


| the book in a sympathetic vein. An| agcociation at a dinner meeting at|and president of the ANPA. With 


exception is the price maintenance |the Stevens bldg. restaurant Mon- the ne ge of Harry C. Griffith, 
legislation, on which Q. Forrest) day, May 20, on selling the results| of Bryant, Griffith & Brunson, who 
Walker, of R. H. Macy & Co., New | of research to management. Stanley | &S president of the Newspaper Rep- 
York, spoke in his usual caustic| Farwell, Business Research Cor- resentatives Association of New 
vein. In a subsequent broadeast, | POT ition, will lead the discussion pe, a See ae 
however, Mr. Eisner described the | The club’s annual election of offi- | teynolds, of Reynolds-Fitzger- 


lcers will also be held. lald, all other committee members 
purpose of this legislation from a have been renamed for the coming 
less partisan viewpoint. | year. 
caneniieemnabinann ‘Honor H. O. Stone | ait 
An advertisement for the Seattle 
'Nethercott t to Jameson First. National Bank prepared by | C@Valli Joins Wesley 


Harry R. Nethercott, until re-|H. O. Stone of the Seattle office of Charles Root Cavalli has resigned 
cently on the staff of the Ohio De-| Pacific National Advertising|as vice-president of Gussow, Kahn 
partment of Liquor Control, has | Agency, received the Seattle Ad-|& Co., New York to join Wesley 
joined William Jameson Company, | vertising Club’s “award of the] Associates, New York. Before join- 
distiller, as Ohio manager with|month” for the best ad appearing | ing Gussow, Kahn in 1935, he was 
headquarters in Cleveland. lin Seattle newspapers in April. with Vogue. 


eA nnouncing: 


— Beginning with the June 1940 Issue — 


® MORE SELLING PUNCH FOR YOUR ADVERTISING 
MESSAGES TO THE HARDWARE TRADE: 


Standard 7”x 10” space units available—also colors, bleed and 
inserts. You save extra mechanical costs and gain more ‘'lm- 
pression Power." 


® GREATLY IMPROVED REPRODUCTION: 


New quality paper stock provides better reproduction of half- 
tones and colors. 


® EVEN GREATER DEALER COVERAGE—NATIONALLY: 


Now 25,000 dealer coverage guaranteed—total distribution, 
30,000—by over 70°/, the greatest Dealer Coverage in the field. 


® NEW GUARANTEES OF READERSHIP: 


More selective editorial program—handier size—entire mailing 
delivered in attractive envelope. 


® REVISED ADVERTISING RATE SCHEDULE: 
An advertising buy worth investigating. 


* 
WRITE OR PHONE 


HARDWAR 


415 North LaSalle Street Chicago, Ill. 


The National Hardware Merchandising Information Service 


Chicago: Superior 6365 New York: Chickering 4-1252 Cleveland: Randolph 3642 
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Grade Labels Fail 
to Mirror Female 
Taste in Pineapple 


(Continued from Page 1) 


practically fell over each other in 
their eagerness to contradict the 
aspersions cast on grade labeling. 


One charged that a group of 19 was 
hardly large enough to guarantee 
conclusive results. Another pointed 
out that grade labeling is in its 
infancy and that perhaps the 
canned pineapple standards need 
revision, while a third declared 
that widespread grade labeling 
would permit housewives to learn 
what they are getting and conse- 
quently permit them to save money 
in cases where cheaper Grade B 
products are preferred. Still an- 
other explanation was that Grade A 
pineapple contains more sugar, and 
that housewives who watch their 
diet build up an 
for sweet products. 

A rejoinder from the floor 
cated that Grade A_ implies 
quality, and that it is unfair to the 
packer of such Grade B products 
as the canned pineapple to be rele- 
gated to subordinate ranking if con- 
sumers actually prefer his product 
to that bearing the Grade A label. 

Among other questions asked of 
the housewives at the AMA meet- 
ing was whether they had read any 


indi- 


of four leading ‘“‘guinea pig” books. 
Fifteen out of 19 stated they had 
read “100,000,000 Guinea Pigs,” 
three “Your Money’s Worth,” and 
two each had read “American 
Chamber of Horrors” and “Skin 
Deep.” Four had read none, and 


FREE ythour 
first Order 

Jer and Brush FREE with your first order 
SS Artist Rubber Cement. Nationally 
weed, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Frishets use $ $ Spe- 
S cial Frishet Cement, $3.50 per gal 


RUBBER CEMENT CO. 


1438 ¥o Hatsted $t. CHICAGO, 111 


inherent dislike | 


top | 


i scribe to the 


ADMEN ATTEND EDITORIAL LUNCHEON 


Snapped at the editorial luncheon of The American Magazine in Chicago are 
W. A. Grove, advertising manager, Edison General Electric Appliance Company; 
John La Gatta, famous illustrator; and Harry Neal Baum, advertising director, 


Fairbanks, Morse & Co. 


Visible between La Gatta and Baum is the smiling face 


of Kennett Hinks, J. Walter Thompson vice-president. 


six had read two or more. 


Nine | Research, two others to those issued 


of the 15 who had read one or more | by Consumers Union, with another 


said that their reading had influ- | 


enced their purchases of advertised | 


products. 
Asked whether widely advertised 


mass production products cost more | 


because they are advertised, six 
agreed strongly, eight agreed, and 
three disagreed. None disagreed 
strongly and three did not vote. 


Two agreed strongly that the ma-| 
false |” 
products were mentioned as having | 


jority of advertisements are 
and misleading, four agreed, 11 dis- 


agreed, one disagreed strongly and | 


two did not vote. 
Probe Their Minds 


Asked if it would be more diffi- 
cult to buy wisely if all manufac- 
turers’ advertising were’ discon- 
tinued without any change _ in 


retail store advertising, 
strongly, four agreed, 
two disagreed 
did not vote. 
Fourteen out of 19 knew 
publishes ‘The Consumers’ 
and four out of 19 have 
bers of a study 
problems. Of 


six agreed 
five disagreed, 
strongly and three 


who 
Guide,’ 
been mem- 
group on consumer 
the 15 who have 
never been members of such a 
group, all but one expressed a 
desire to join one 

Two of 


those questioned sub- 


bulletins of Consumers’ 


pair 
CU customers 
reading 
influenced their purchases of adver- 
tised products. 


|advertising had 
them to buy an advertised product, 
a dozen 


beans, 
another 
Reeves. 
pletely 
the 
while 
only 
law. 


of stockings, 
Gold Stripe 
a brand name but with an informa- 
tive 


"1 592 TRUCK. BUS AND TAXI F 
COMPRISE THE QUALITY” AUTO 


EETS 


FLEET MARKET...1HE EFFORTS OF THIS 


PUBLICATION ARE DIRECTED 


TO_THIS FIELD. 


*Iinvestigations have proved 
that a fleet smaller than ten 
vehicles does not constitute a 
buying unit, and is not large 
enough to justify 
the installation of 
shop equipment. 


SOLELY 


aoIN HIS ENTIRETY ! 


Fleet Owner 


—— . 


chose 


taking both. All six CR and 
admitted that their 


of these publications has 


Asked if manufacturers’ 


recently caused 


any 


and seven 
classes of 


replied “yes” 
Seven different 


” 


no. 


been purchased as the result of 
advertising. 
Members of the test group were 


permitted to examine three cans of 


one bearing a Co-op label, 
Del Monte and a third 
The Co-op label was com- 
informative to contents, 
Monte semi-informative, 
the Reeves can contained 
the information required by 
Asked which they would buy 


as 


Del 


if all were priced the same, 17 
picked Co-op, three Del Monte and 
none Reeves. 


Take Stocking Test 


also given three pairs 
one bearing a Gotham 
label, a second without 


They were 


label, and a third bearing nei- 
ther brand name nor informative 
label. Asked which they would buy 
if all were priced the same, seven 
Gotham, nine the pair with 
the informative label and three the 
unbranded product. 

They were then asked if they would 
stick to their original choice if the 
pair picked cost 15 cents more than 
the others. All except two said that 
the higher price would not make 
them change their minds. Told that 


one of the three pairs actually costs 


than the others, two 
that one to be Gotham, 
pair with the informative 
label and 13 the unbranded pair. 
Actually, the Gotham and the un- 
branded hose sell for 79 cents, while 
the pair with the informative label 
retails at 64 cents. 

Other of the meeting 
were devoted to industrial market- 
ing, and relations between colleges 
and business. The industrial pro- 
gram was an innovation for the 
AMA, and was so well received by 
the overflow crowd which attended 
that it will probably become an 
annual feature of the AMA pro- 
gram 


15 cents less 
guessed 


four the 


sessions 


Experts Give Views 

Speakers were J. H. Robins, 
president of American Pulley Com- 
pany; Walter A. Bowe, advertising 
and sales promotion manager of 
Carrier Corporation; Walter H. 
Gebhart, manager of industrial 
sales, Henry Disston & Sons, and 
Robert L. Gibson, assistant pub- 
licity manager, yveneral Electric 
Company. 

The college-business session 
heard G. L. Pippette, Carter's Ink 
Company; Prof. Dale Houghton, 
New York University, and G. W 
Kittredge, Armstrong Cork Com- 
pany. Paul T. Cherington, pioneer 
in marketing research who is now 
with McKinsey & Co., served 
chairman. Speaking at dinner were 
Russell Davenport, until recently 
managing editor of Fortune, and 
Howard Coonley, chairman of the 
board of the National Association 
of Manufacturers. 


as 


Company; 
| Company, and Charles G. Mortimer, 
| JY., 
| Kittinger 
/the war abroad has been brought 


Special Editions, 
Irregular Media 


Condemned by ANA 


(Continued from Page 1) 
marized his feelings on the subject. 
Other aspects of the relationship 


| between advertising, sales and gen- 


eral management were discussed by 
H. M. Warren, National Carbon 
L. T. Kittinger, Shell Oil 


General Foods Corporation. Mr. 
revealed, in passing, that 


to the doorstep of the oil industry 
in this country with the 


high as 300 per cent in some in- 
stances. Mr. Mortimer reported 
that his company keeps close tab 
on advertising appropriations by 
setting up separate budgets for each 
of the many General Foods prod- 
ucts. Monthly, quarterly and an- 
nual breakdowns are made of each 
advertising dollar spent. About 
1,000 separate budgets a year are 
thus set up. 


Discuss Selling Salesmen 


A four-sided discussion of how 
advertising can be merchandised to 
the sales organization and the trade 
was presented by Vernon D. Beatty, 
Swift & Co.; Bert Bacharach, Good- 
all Company; Charles E. Culp, E. I. 
duPont de Nemours & Co., and 
Price Gilbert, Jr., Coca-Cola Com- 
pany. 

Methods of checking radio pro- 
grams, recent developments in win- 
dow display, advertising production 
and newspaper, magazine and out- 
door advertising were subjects for 
a series of round table meetings. 
Copy testing also came in for its 
usual attention when Herbert A. 
Thompson of Arthur Kudner, Inc., 
revealed some of his recent re- 
search experiences. He said that as 
the result of analyzing 5,000 pieces 
of copy he had segregated 90 im- 
portant factors governing advertis- 
ing effectiveness, but added that 
these have finally been boiled down 
to 36 major elements. Most are 
present in all effective copy, he de- 
clared. He cautioned his listeners, 
however, against relying on“formu- 


las.” 
Plan Business Paper Study 


At a special meeting for indus- 
trial advertisers Alian Brown, 
Bakelite Corporation, reported that 
progress is being made on the pro- 
posed readership study of business 
papers in cooperation with the Na- 
tional Industrial Advertisers As- 
sociation. No decision has been 
reached, he said, regarding the ac- 
tual launching of the project. 

Industrial advertisers who employ 
exhibits were warned by R. H. De- 
Mott, SKF Industries, and president 
of the Exhibitors Advisory Council, 
against participating in trade shows 
that are held too often, especially 
when the products. offered by 
manufacturers are not new enough 
to warrant such presentations. 

The convention was brought to a 
close with a session devoted to con- 
sumer relations, designed as a fol- 
low-up to the comprehensive con- 
sumer presentation made at the 
ANA meeting in Hot Springs, Va., 


cost of | 
shipping alone already boosted as | 


'‘ ——— 
| the past five months and by “pro. 
| grams” that have been set up py 


|45 business associations; J. P. yj). 
| ler, Pet Milk Sales Corporatio; 


and 
General Elect; 
who described the 


~ 


G. Roemer, 


Company, rac. 


|tical approach to the problep 
adopted by their respective com. 
panies; Dr. Kenneth Dame ro, 
director, Committee on Consume 
|Relations in Advertising, w re 
| ported on a study of manufac? ire; 
educational literature; Dean \V_ Fp 


Russell, Teachers College, Co! umpj 
University; William J. Enrigh:. Ne, 
York Times, and Congre sma, 
Charles E. Eaton of New Je: 


Where Information Is Obtaineg 


y 


Dr. Dameron emphasized t 


ney 
social responsibilities that t o1 
business due to the dependence of 
| teachers on industry for product jp. 
|formation. He described the reae. 
tions of 17 educators who ev: \uateg 
27 different pieces of literatu:e pre. 
pared by ANA members for use jp 
schools. The reliance of teachers 
/on sources for material was listeg 
in the following order: 

1. Government; 2. private indus. 
'try; 3, professional consumer agen- 


cies; 4, trade associations. 
In the opinion of Dean Russel] 
teachers who express anti-advertis. 


| ing viewpoints are decidedly in th 
minority. He warned, however 
that the tendency of business to in- 
|dulge in overstatements, es; cially 


in the light of accepted scientif 
data, is developing an incre: 
serious conflict between 
and business. 

Mr. Enright pointed out that th 
clubwomen who have been trotted 
out by business men as participant 
in consumer-business forums ar 
not typical of the great m: 
housewives and he warned that 


singly 
educ ation 


iSS of 


ani 
course of action based on the view 
of this minority may prove as dis- 
astrous as the Literary Digest po! 


of 1936. 


Jewel to Begin Prize 
Radio Program 


Jewel Food Stores, 
begin a weekly 
WMAQ, Chicago, at 6:45 p. m 
DST, May 24, called “‘Melody Post- 
man,” in which weekly prizes of 
$100 and 200 bags of groceries wi! 
be awarded. 

Weekly contest sheets will be dis 
tributed by Jewel Stores, each sheet 
containing a letter with © blank 
spaces which must be filled in wit! 
the 


Chicago, will 
program 


ove 


names of well-known song 
played by the piano team of Jun 
Lyon and Jerry Marlowe. In addi- 
tion contestants are required t 
write ten words about a_ specifi 
product sold at Jewel stores. Th 
filled-in contest sheets then are 
deposited at Jewel stores and the 
prize distribution takes place th 
day after the broadcast. McJunkir 
Advertising Company has the ac- 


count. 


3-Dimension Projector 


New Promotion Tool 

R. V. Brost, vice-president of 
Three Dimension Corporation, Chi- 
cago, which makes the projector h 
invented, gave a demonstration 
its ability to show glass slides ID 
three dimensions to a group of pub- 
lication representatives at the Chi- 
cago offices last week. The devic 
makes use of polaroid gg! t 
achieve the three - dimension 
effect. 

The projector is 
the Jantzen 


being used 
Knitting Mills, Port 
land, to demonstrate the 1940 bath- 
ing suits in department tores 
Other concerns planning to 


last fall. Participants in the sym-| projector for promotion purpose 
posium were G. S. McMillan, ANA | include Crane Company, ate 
secretary, who spotlighted the in- United Air Lines, Chicago ry? 
tense interest of t on in th Watch Company, Elgin, IIL. Don 
ore ys" usiness In 'MlS| Hickok Mfg. Company, Roc)est 

problem as reflected in nine major|;N Y. Critchfield & Co., Ch 
consumer conferences held during | the agency handling the act 

eel 


ICES. 


job too small or too large. 


Are you mailing your literature to just a bundle of names? 
advertising on a definite program. Get a PROSPECT INVENTORY 
will include new prospects and eliminate those no longer in busines 
Send for our 1940 MAILING LIST catalog showing over 6,000 classificat:°"* 
Let us discuss our COMPLETE DIRECT MAILING ADVERTISING SE"'- 
DAILY MAILING CAPACITY 


= 


MAILING LISTS All Classifications 


our 


ich 


Plan 


100,000 PIECES OF MAIL. 


Write for full particulars: 


TRADE CIRCULAR 


Dept. AA. 27 S. Market Street. 


ADVERTISING C0. 


FRAnklin 1182 Chicago. !Il. 
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James R. Stewart, | 
Agency Head, Dies * 50 Years Old 
in Philadelphia 


50th anniversary of the 


Philadelphia, May 15.—Funeral the newspaper with a special jubi- 
ervices were held here today for | lee edition Sunday, May 26. : 
Some of the local stores dating Keeping hearings continued their 


James Rowe Stewart, president of 


“East St. Louis Journal” 


‘Good House’ Case 


The Journal, East St. Louis, IIl., Continues on 
| will celebrate the 75th anniversary 


|of the founding of the city and the Uneventtul Way 


founding of New York, May  16.—Federal 


Trade Commission - Good House- 


he Stewart-Jordan Company, Phil- | back a good many years will run uneventful course here this week, 
delphia advertising agency. Mr. @dvertisements with old-fashioned | chief witnesses being another skin 


Stewart formerly was president of 
‘he Philadelphia Record Company, 
ublisher of the Philadelphia Rec- 


play manager. 


type. Edwin F. Backs is local dis- | specialist and two veteran employes 


of the magazine who testified con- 
cerning the procedure followed by 


rd, and in 1921 he was president 


Issues Standard Spot-Ads the publication in the operation of 


Laboratories, added to the already 
extensive testimony on the subject 
of whether or not vitamins may be 
transmitted to the skin through 
topical applications. It was brought 
out on cross examination that he 
has done research for both Pond 
Extract Company and Chesebrough 
Mfg. Company. 

Good Housekeeping employes on 
the stand were William A. Miller, 
office manager, and Ella E. Parker, 
formerly in charge of the shopping 
service which was discontinued Jan. 
1, 1939. Mr. Miller’s testimony per- 


chased and found unsatisfactory 
products approved by the magazine. 

Miss Parker’s presence served to 
get into the record some of the 
details of the operation of the shop- 
ping service, one of the practices of 
the magazine which was objected 
to in the FTC complaint. While she 
Was on the stand, part of the official 
FTC record of the proceedings of 
several years ago involving the 
shopping service of Conde Nast 
Publications, Inc., was added to the 
evidence in this case. 


, > Associate vertisi lubs ae ane tl __| its guarantee system and the shop- mitted I. W. Digges, chief Hearst " . 
. et Sertd. Sle wan 3 woh old. a gpg aggro B ne 08 | ving service which it formerly counsel, to get into the official Miss Stanley to Ridgway 
A native of Philadelphia, Mr. commercial announcements to be | ™#!ntained. aa record a collection of correspon- Miss 
Stewart got his first job when 15 known as Standard Spot-Ads, to be Dr. John A. Killian, a biochemist dence relating to the handling of joined the Ridgway Company, Inc., 
ears old as office boy with the | used with used car announcements. and director of Killian Research complaints from readers who pur-/| St. Louis agency, as a copywriter. ‘ 
Record. He stayed on this news- 
paper ten years, moving meanwhile 
into the advertising department. 
He then went to the Philadelphia 
North American and from there to 
the New York Globe after which he 
was advertising manager of the 
Washington Herald. Later he re- | 
turned to the Record, becoming 
advertising manager in 1914, busi- 
ness manager in 1923 and general | 
manager and publisher in 1929. 
During the World War Mr. Stew- 
art directed publicity and advertis- 
ing for Liberty loans and was a}! 
member of the advertising advisory 
committee of the Philadelphia Fed- 
eral Reserve District. In 1917, 1918 
and 1925 he was president of the 
Poor Richard Club; in 1936 he was 
chairman of the Taxpayer’s Forum 
of Pennsylvania; he was head of the 
White-Williams Foundation in 1937, 
an organization with educational 
interests, and he was vice-president 
of the Philadelphia Chamber of 
Commerce. 


JOHN H. FIELD 

Buffalo, May 13.—John H. Field, 
treasurer of the Herald, Rutland, 
Vt., and former general manager of 
the Empire Discount Company here, 
died yesterday at the age of 69. 
Born in Rutland, he came _ here 
in 1902 as sales manager of the 
American Agricultural and Chemi- 
cal Company, remaining until 1917 
when he was transferred to New 
York as head of the company’s 
sales department. He returned here 
in 1924. 


WALTER G. MILLER 

New York, May 14.—Walter G. 
Miller, former newspaperman who 
was for six years with Batten, Bar- 
ton, Durstine & Osborn here, died 
May 10 at Bronxville. He left the 
agency in 1932 to join the publicity 
staff of the Democratic national 
committee. At the time of his death 
he was public relations officer for 
the Works Progress Administration 
in New York. 


Armstrong Plans Drive 

C. P. Morey, advertising manager 
of Armstrong Rubber Company, and 
Charles Cutajar, of Cowan & Deng- 
ler, Inc., the company’s agency, are 
presenting the company’s 1940 ad- 
vertising plans to groups of Arm- 
strong tire dealers. Copy for the 
company’s tires will appear in 48 
new spapers. 


Maryhelen Stanley has 


ae - 
. 


Pyro 


GOOD 
BUYING HABITS 


are formed like 


the CHANNEL 
of a RIVER 


A Complete The roar of a waterfall in a mountain stream, or a sweeping bend in the channel of a mighty 
[ river are evidence of obstacles overcome or avoided in the irresistible flow of water to its 
ETTER SERVICE destination. ... The advertising pages of most of the leading national publications give 
‘ colorful evidence that many buyers of photo-engravings are wise to the pitfalls behind 

such sales baits as extra discounts, lightning swift speed of production and extravagant 
promises obviously impossible of fulfillment. . .. These advertisers have established as fact 
that smooth flow of production, true economy, excellent reproduction and the satisfaction of 
clients are best served by forming buying habits which have as their basis the choice of 
proven and dependable sources of supply... . It is convincing testimony that the answer to 
the question, ‘‘Whomakes your engravings 2" is so frequently the same—“‘Rogers makes them.”’ 


Sane te ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President e 
Delaware 3244 


— 2001 CALUMET AVENUE e 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 


Master-Craftsmen of Photo-Engraving 


CALumet 4137 e¢ CHICAGO, ILLINOIS 
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mmm s«sIndex of Retail Activityin Jy 
80 I tant Markets 
. * * 
Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
; ry I 
TO 
PEPSODENT WORKS ] | WEEK BY WEEK VARIATION SHOWN HERE 
TO INCREASE YOUR PROFITS IN ime aan 1 TA 7 ThTLT 
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4,000 Dentists yn 
% Gain % Gain 
New York, May 14.—Current pro- — nay gee y oe . a = disale — 
: “os amici a } erioc -eriog erioc { 940 eek Teek % Gair 
motion of Pe psode nt dentifrices and Ended Ended Ended over over ended Ended o1 
Pro-phy-lac-tic tooth powder, both } May 14, 1938 May 13,1939 May 11, 1940 1938 1939 May 13,1939 May 11,1940 Los 
energetic users of the American rm z % . 4,635,859 3,690,048 3,513,846 24.2 4.8 211,509 225,201 +6.5 
Pee Pacers mi fae Albany, N. Y.... . 8,206,946 3,087,215 2,989,957 6.8 3.2 183,444 181,851 —0.9 
- Dental Association seal of accept- |"Atlanta, Ga. .. . 5,558,742 6,223,126 5,500,421 iL} — iis 354,228 360,766 41.8 
c ance as a copy theme, this week saltimore, Md, . 8,219,306 7,938,622 8,159,632 0.7 + 2.8 496,456 502,638 + 1.2 
appeared to be touching off a neat evens o1ze Ras Birmingham, Ala 1,648,644 4,725,952 5,218,738 + 12.3 10.4 262,878 298,998 + 13.7 
“= aaa +i "Ms ae" one 4 Boston, Mass 7,109,058 7,189,974 6,977,859 1.9 3.0 164,332 
eee arithmetical dispute in drug 40¢ é Bridgeport, Conn 3979 982 3,486,752 699,108 +12.8 6.1 229,936 6 
circles. oh Buffalo, N. Y 6,185,480 5,743,430 317,73 14.0 7.4 387,576 
CAN YW | : 9 f -* : . ‘ o,% »higto ‘ (,049 6.6 
In launching a newspaper test A | mandi m N r, : 1,381,285 1.447.659 001.999 144.9 383 114-615 oy 
‘ N ail | Cedar Rapids i ,717,58 7 28 77 2 + 3.3 2 8.0 
campaign in Pittsfield, Mass., Pro- 4 oh _ 2. _ . Alte SE ae 1,774 0.4 112.840 
Sag aes , iarleston, . Va 222,856 3,711,862 3,682,246 12.8 0.8 104,484 16-6 
phy-lac-tic emphasizes the impor- th | “hicago, Tl. ; 12,192,825 11,177,490 10,691,806 12.3 1.4 701,089 +7 
tance of the ADA recognition by | Cincinnati, O. .. ° 5,860,714 5,973,741 6,223,416 + 6.2 + 4.2 391,495 t 
asserting that “43,000 dentists are Iie tine wong etter airtyth reree ry: ae s53,085 ° 
back of thi ae ~ ex | ¢ olumbus, O. . 4,712,928 1,057,018 4.945.148 4.9 0.2 216.009 4 
*k o s seal.” § ane y 7 er 
ager ~— oo Simultaneously, | Dallas, Tex, 7,856,222 7,781,079 7,503,339 15 3.6 448,284 ‘i 
7 in impressive spreads in drug Davenport, la, 4,607,884 3,477,412 3,525,508 2.3 1.4 203,476 $16.2 
i papers, Pepsodent emblazons the Dayton, ©. ; 1,924,924 1,999,052 175,832 5.1 3.5 325,962 + 1.0 
: claim ‘ “Aan y erm 4 | Denver, Colo. .. 3,396,230 3,380,272 ,.036,694 10.6 10.2 198.687 15.1 
that “47,000 de ntists of the Des Moines, Ia 2 435.118 2 414.404 » 503.206 28 7 148.225 4 
American Dental Association back | Detroit, Mich 6.799.996 7.399.743 7 528.29 ‘ 7 Tey) 
this seal of acceptance awarded to hel Paso, Tex.... 4'813. 57 “797 664 3°908 688 ht 5 39 213-468 any 
Pepsodent!” rie, Pa. .....+: 3,378,322 3,506,104 3,381,028 0.1 3.6 224,658 { L 
That some official change in the | 4 eg Mae ae soa 38é ttt “yrtert 3 or oat : aa 
° “lint, Mic 2.63 1.8 3 99.16 , j ° ‘16 wT) 
oo + ADA membership total mav have ; ! — 1 = nace OS51,SS80 1 168 21.4 1.8 178.612 ) 14 17 
i : . “or ‘ e, 054,428 , 87S 3.9 6 22 9 3 , ’ 48 3 9 
fic been released during the past few DENTISTS | Gar; Ant oe 118.138 or wth apt pe a 10.5 ++ ot aes,500 aI 
: : : : HAT . i md st 68 « rhe - Ys - 1,0 7.7 ) 7,267 168,822 » 
— months is indicated by Pepsodent ped Boag ag her are back of this seal | Grand Rapids, Mich 3,268,776 3,206,692 3,333,391 2.0 4.0 200,508 198.744 0.9 
copy which appeared in national ings for only 4001... thor'o mere a eny ate, a. c 2 57 2,334,235 2,623,954 5.7 12.4 146,479 155,253 6.0 
ie aaa F 4 han five months’ supply, ev ouston, Te 7 5,128,52 H ri ) oo : 37 ; 
magazines in February. At that| Sansa emeerMys Sieg tet throughout the country. | ae — ~ ie ne as Beh a ans 358,190 137,458 22.1 
time the figure 43,000 dentists was | ‘cms! than %#a brushing! You can get Prophylactic | io caometine ria T5134 357,788 3.581 7 ‘ be 187,222 >81.470 50.2 
: rs “e ‘ nd acthaam. Tooth Powder at any drug |” 1 oe det nd onder do-ted LD 5,O81,676 6 6.7 187,222 281,470 v 
used. According to the 1940 edi- Prag epee hecme§ oan Ie meee Hee aia Jersey City, N. J.. 785,83 835,351 802,226 2.1 1.0 S7,498 93,804 8.5 
tion of the World Almanac the ADA | «>: starts your day off night! eral guarantee that isback ofthe | Kansas City, Kan 935,606 947,464 1,132,537 21.0 19.5 16,637 67.074 18.4 
membership figure is 43,359. It comes to you with the best ar a ae 9g nuser inde Knoxville, Tenn, 3.769.508 3,914,006 2 930.486 1.3 LO.4 299 026 220,528 0.7 
: rs: possible references —the “Seal : re Little Rock, Ark 3,326,348 3,326,960 3,328,318 01 0.1 191.46 88.73 1 
A spokesman for Lambert  &| of Acceptance” of the American® stil or your money bat Los Angeles, Cal 8,554,116 9 309.954 “406.301 10.4 1.1 783 se8 600 + 
elie maiedinenis » Bn a Y : Dental A , which P -tac-nic Brusn Co. gated es: cor oe 4 hy ny ry aweee ) t 7,863 128,390 
Feask y, agency for Pro-phy -lac-tic, a prema wy = ate yo “ Louisville, Ky. ) 178,069 »,231,450 5,209,978 0.6 0.4 277.476 314.705 13.4 
said that the 43,000 total was the a, eee, my tryte eaeevene ayortgee rs? ~« p92, 508 pa6,258 res 
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See = Only ATLAS Makes Display Prints ®ea:!ey Opens Agency 

ie Norman Beasley, formerly an ac- 
4 ATLAS PHOTO COPY CO., 520 N. Michigan Ave., Chicago, Whitehall 7575 COUN! executive with PF. B. Her- 
; bert Agency, has opened an adver- 
tising agency in Detroit 
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ADVERTISING AGE 


The rates for this department 


“Help Wanted,” “Positions 
Representatives Available,” 
ash with order. 

All other classifications (single 
$4.75 per inch. 


are as follows: 
Wanted,” 
30 cents a 


“Representatives Wanted,” and 
line, minimum charge $1. Terms 
insertion rates): 43 in., $2.75; 1 to 3 in 


___ POSITIONS WANTED 
LAPD ASS’rT TO ADV. OR SALES 
mgr. Three years experience with Nat'l 
Mfr. promotion to farm market. Univ. 


of Wisc. Grad. '37, Commerce, Market- 
ing. Fertile imagination. Kager 
worker. Will travel. Age 27. Write 
TODAY 


Box 3019, ADVERTISING AGE, Cheo. 
Unusually capable advertising execu- 
tive desires change for better associa- 


tion. Matured and seasoned by long 
experience in newspaper, agency ac- 
count executive, chain store adv. di- 


rector and agency man 
lytical, creative cast of mind given to 
ideas in consumer goods field. Will- 
ing, ready and able to do a job. De- 
tailed record and unquestionable ref- 
erences supplied to any substantial 
concern located in a principal city 
who is interested enough to write to 
Box 3018, ADVERTISING AGE, Chgo. 
A a 
BUSINESS OPPORTUNITIES 
Due to the sudden iliness of one of 
the principals a small but £rowing 
stock photo business is Offered for 
sale, accounts and negatives included. 
A small investment is all that is re- 
quired, Write for complete details, 
Box 3020, ADVERTISING AGE, N. Y. 
REPRESENTATIVES AVA : 
PUBLISHER’s REPRESENTATIVE— 
experienced advertising space sales- 
man, wide acquaintance, N.Y.C. Office, 
wants Eastern representation of 
leading publication, commission basis. 
Box 3012, ADVERTISING AGE, N. Y. 


ager... ana- 


PHOTOGRAPHY 


1,000,000 stock pictures, all subjects. 
Over 1,200 correspondents e xecute 
photo assignments anywhere in U, s. 
promptly, at low cost? 
Free-lance Photographers Guild 
219 East 44th Street, i & £ vi 
MUrray Hill 2-3810 


MISCELLANEOUS 


FOR SALE: Equipped display and Silk 
Screen plant, ideal for subsidiary, lo- 
cation Buffalo, N. Y, 
A. Boyson, 457 Aubu 
Buffalo, N. 


“HOTOPRIN'TS, We duplicate any 
photo in quantities, 100 to 100,000, 
Miniatures, postcards; large prints. 
Gummed or plain, Quality work. Quan- 
(ity prices, Speedy service, Samples. 
C. S. Photo Service, 192° Linwood Ave., 
Poledo, Ohio. 


rn Ave., 


A BUDGET'S A SORROW 

That has to be met 

But when Funds are Limited 

Smart Advertisers don’t fret— 
They turn to Laurel's Improved Proc- 
ess and find that reproducing attrac- 


tive Booklets, Folders, Catalogs can 
REALLY be economical. 
500 (8%x11") copies $2.63 
Additional hundreds 22c 
Send for Free Informative Manual, 
In Metropolitan N. Y. request Repre- 
sentative. WAlker 5-0526. 


Laurel Process, 480 Canal St., N. Y. C. 


Michigan Plans 
Sales Campaign 
on Farm Produce 


Lansing, Mich., May 14. — Plans 
for an intensive program for ad- 
vertising Michigan agricultural 
products to Michigan people will be 
made soon in a series of conferences 
which Elmer A. Beamer, state com- 
missioner of agriculture, plans to 
hold with representatives of vari- 
ous state agricultural groups. 

Leaders in the bean, beet sugar, 
poultry and egg, dairy, horticul- 
tural, apple, potato and onion-pro- 
ducing industries wil] join with Mr. 
Beamer in preparing the promotion 
program. These organized agricul- 
tural agencies will be required to 
spend two dollars for every dollar 
they receive from the state in order 
to qualify for the advertising bene- 
fit, according to state law. 

Since no part of its $20,000 a year 
agricultural advertising appropria- 
tion has been released, Mr. Beamer 


Ser eeette Pending 


4 South Dearborn Street, Chicage tm 


| pointed out that the state would 
/enter next year with $40,000 which 
| might be employed for the adver- 
| tising program. 


Schick Sustained in 
Suit Against Macy’s 

R. H. Macy & Co., New York de- 
partment store, was permanently 
enjoined from selling the Saybrooke 
electric shaver in a decision handed 
down last week by the United 
States Second Circuit Court of Ap- 
peals on a suit for patent infringe- 


ment brought by Schick Dry 
Shaver, Inc., Stamford, Conn. 
The court sustained as valid a 


Claim which was recently declared 
invalid by a New Haven, Conn., 
court in a patent infringement case 
brought by Schick against Reming- 
ton Rand, Inc., Buffalo. 


Restaurant Plans Drive 

Tavern-on-the-Green, New York, 
will use newspapers and magazines 
during the summer season in its 
most extensive advertising cam- 
paign. The restaurant is owned by 
New York City and managed by 
Savarins, Inc. Bermingham, Cas- 
tleman & Pierce, New York, is the 
agency. 


Kasko Adds Fredricks 
Richard E. Fredricks, 
with Roeding & Arnold, 
has been appointed advertising 
manager of Kasko Distillers Prod- 
ucts Corporation, Philadelphia, Pa. 


formerly 
New York, 


| MOVIE STAR HELPS MAGAZINE CELEBRATE 


W. M. Cotton, president, Ideal Publishin 
stage actor; and S. F. Nelson, Ideal adv 
to celebrate Ideal's expansion 


g Corporation; Harry Carey, movie and 


ertising director, at a cocktail party held 


to new quarters in New York. 


Side Panels of 
Food Packages 
Hard to Read 


Chicago, May 16.—More clamor- 
ous identification of side panels of 
their packages offers a golden 
opportunity to manufacturers of 
foods to stimulate consumption in 
the home. 

This is the lesson which has been 
impressed on advertising men of 
New York, Cleveland and Chicago 
recently by a presentation of “The 
Country Kitchen,” sponsored by 
The Farmer, St. Paul. A miniature 
of the real thing, produced to scale, 
has been on tour in the big towns 
under the direction of W. E. Boberg, 
national advertising manager, and 
Bess M. Rowe, women’s editor. 

Miss Rowe's long study of kitchen 
layouts developed the interesting 
fact that most packaged goods are 
not stored main panel out, as in 
stores, but with the side panel out, 
for convenience and easy handling. 
Most of the side panel space, she 
learned, is devoted to recipes. Miss 
Rowe believes that in most cases 
the recipes could be shortened, 
leaving room for easy identification 
of the product and brand name. 
Where this is done, she concludes, 
the food is used more often simply 
as the result of the reminder which 
the housewife receives every time 
she opens her pantry door to look 
over the ingredients available for 
the next meal. 

Cereals Do Better 

Cereal manufacturers have done 
a much better job along this line 
than other food manufacturers, 
Nearly every well-known brand of 
cereal carries the name prominently 


on the side as well as front and 
rear panels. 
Completed last December, “The 


Country Kitchen” has been the 


mecca for a steady stream of farm 
| women from adjacent areas. Miss 


| Rowe eventually decided to make it 
| available to those more distant by 
| reproducing it in miniature, so that 
it could be transported in her car. 
Since then, she has displayed it to 


many thousands of farm house- 
| Wives. 
| She is an exponent of the idea 


that a woman’s tools should be as 
accessible as those of a carpenter’s, 
for instance. In her arrangement 
of the kitchen, no utensil or dish 
blocks access to another, this being 
true of the largest as well as small- 
est. Cabinet manufacturers and 
others are displaying great interest 
in this philosophy, which has been 
set down in black and white in a 
booklet, “The Country Kitchen.” 


Wisconsin U. Students 
Sweep Essay Contest 


All three prizes in the essay con- 
test of Associated Business Papers 
on “How Business Papers Energize 
Business” went to University 
Wisconsin students. J. E. Short 
won first prize of $50, Donald R. 
Miller was second with $25 and Lois 
Roy was third with $15. 

Judges were Robert 
assistant advertising 
Bakelite Corporation: Henry Sill- 
dorff, vice-president, G. M. Bas- 
ford Company; Mrs. M. P. Hanford, 
Batten, Barton, Durstine & Osborn, 
Inc.; E. A. Phoenix, assistant sales 
manager, Johns-Manville Corpora- 
tion; Charles McDonough, advertis- 
Ing manager, Combustion Engineer- 
ing Company, and Gordon Cole, 
advertising manager, Cannon Mills. 


J. Barbour, 
manager, 


Elect S. E. Lauer Head 
of Air Conditioners 


Stewart E. Lauer, president of 
the York Ice Machinery Corpora- 


tion, was elected president of the 
Air Conditioning Manufacturers’ 
Association at the annual meeting 


at Hot Springs, Va. The association 
lists as members the seven leading 
concerns in the air conditioning 
industry. 

Other officers elected were: vice- 
president, Stuart M. Crocker, man- 
ager of the air conditioning depart- 


ment, General Electric Company, 
and treasurer, P. A. McKittrick, 
general manager of the Parks- 


Cramer Company. 


of | 


ul’ 


‘H ouse Beautit 
Shifts Staff in 
New York Office 


New York, May 15. — Having 
established a record for advertising 
| revenue for the first six months of 


1940, and an all-time circulation 
| Peak for the first three months, 
House Beautiful has launched an 


| 

| expansion program which involves 
six changes and additions to the 
staff. 

Thomas L. Masson, formerly ad- 
| Vertising manager, has been ap- 
| pointed director of sales and mer- 
chandising. Gardiner P. Coffin, for 
15 years with the Hearst organiza- 
tion, has been named assistant to 
|Richard A, Hoefer, publisher. 
Robert S., Rabbitt, formerly with 
Ogden-Watney Publishers, Inc., has 
been chosen sales promotion man- 
;ager. Mary Scott, formerly with 
Conde Nast Publications, Inc., has 
been selected to cover editorial and 
promotional activities of the Kennel 
department. 

Field Changes 

Changes in the field organization 
include the appointment of Frederic 
B. Cortis, formerly Detroit manager, 
to manager of a newly-opened of- 
fice in Cleveland. Detroit and Mich- 
igan accounts will be handled by 
the Chicago office, under the Lee E. 
Walker, Western manager. Jack A. 
Lederer, formerly with the Chicago 
American and Herald - Examiner, 
has been added to the Western 
Sales staff. 


Wine Advertising Quiz 
by FAA to Be May 28 


Hearings will be held by the Fed- 
eral Alcohol Administration on May 
28 on the question of labeling and 
advertising wine. The hearings are 
In connection with a proposed revi- 
sion of regulations affecting such 
commodities, 

Chief concern during the 
of testimony will be 
and | 


taking 
the advertising 
abeling of champagne, it was 
said. It is proposed that the regu- 
lations with regard to bottle fer- 
mented champagne be amended to 
require that both domestic and im- 
ported types be aged at least two 
years before release for consump- 
tion. The two-year period, it is 
proposed, would be measured from 
the beginning of the secondary fer- 
mentation. 


MAILING SERVICE 


Multigraphing - Filling-in 
Addressing - Mimeographing 


THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


We have a new baby ! 


every kind of subject. 


Here you'll find just 


The 


photographs. 


CHICAGO 
NEW YO 


and file. to make it 


catalog is vours for 


posed and up-to-the-minute photographic illus 


Send for yours now. 


BLESSED EVENT... 


A new, strapping big catalog 


~ 


You'll want this new edition because 


sales story, at only $10 each. 


the illustration you need to lift your ad above the rank 
vibrate with interest and personal appeal. The new 
SS 


supply is not limited but you'll want it 


and tell us what vou think of it 


PHOTOGRAPHIC ILLUSTRATIONS, INC. 


—!43 N. WABASH AVENUE—FRANKLIN 0074 
RK—599 FIFTH AVENUE—PLAZA _ 8.2889 


full of sales-getting ideas on 


trations to dramatize your printed 


But we'll refund it on your first order 


it has new. specially 


for stock 


quick to us 
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Servel Uses Slide Film 
for Rural Drive 


Servel, Inc., Evansville, Ind., is 
using the rural group demonstra- 
tion plan for introducing its bottled 
gas, tank gas and kerosene operated 
models of refrigerators. A refrig- 
erator is installed in the home of a 
rural prospect and friends are in- 
vited to see a sound-slide film pres- 
entation, “The Miracle of Ice from 
Heat.” Refreshments are served in 
the preparation of which the refrig- 
erator has played a part. After the 
presentation the salesmen leaves, 
meanwhile having secured the 
names and addresses of those at the | 
party. These he visits later. It has | 
been found that 80 per cent of the | 

| 


women in whose homes demonstra- | 
tions are held buy a refrigerator. 
Two sound motion pictures are | 
being used by Servel regional and | 
district men in their promotional | 
activities. One of these, with Lowell | 
Thomas as commentator, is called 
“Presenting Men, Products and} 
Plans,” and the other is “Symbols 
of Silence,” showing the processes 
in the making of Servel refrigera- | 
tors. 


Repeals Tobacco Tax | 

Governor William H. Vanderbilt | 
of Rhode Island has signed a bill | 
repealing a state tax of 10 per cent | 
on cigars and tobacco’ products 
other than cigarets. A two-cents- 
a-package tax on cigarets remains. 


WIN AYER AWARDS IN THEIR FIELDS 


ce The Plaiadelphia Yugnirer 


* = = Hitiew amt Proce Mag Newt orvpe 
“ ‘ 
<a esse ae Gae i Aum Qeeen Mary 
eur 


te Carey Tromge 


and the new tabloid classification. 
Christian Science Monitor, and New York Herald Tribune. 
are the Chicago Daily Times, Washington News, and New York Daily Mirror. 


La The awews 
Bertin Predicts 


3-WAY DICTATORSHIP 
TIE-UP PARLEY NEXT 


DAILY @ TIMES 


U. S. INDICTS 3 
SKIDMORE. AIDS 


N57 
budd 


Ailies te tight tor F Ds peace 


Herald adver Tribune“ 


be posmome & 


Front pages of the honorable mention awards (in order from left to right) in the 
Ayer newspaper typographical contest for papers of 50,000 circulation or more, 
In the first group are the Philadelphia Inquirer, 
In the tabloid group 


Sales Training Aids P2oto Murals New 


a. Development in 
Air Line to Set Outdoor Display 


| New York, May 14.—Color photo 
enlargements, arranged in mural 


a A 


“B-C”-ING "EM OVER WMC 
FOR 4 CONSECUTIVE YEARS! 


HOME TOWN FROLICS 
THE CURRENT 8-C pro- 


gram, successor to the B-C 
Sports Review, features old- 
time tunes by the nation- 
ally famous Fields and 
Halls group, Mondays 
through Saturdays, 6:45- 
7:00 A. M. 


MORE THAN 1300 PROGRAMS 
FOR FAMOUS PREPARATION 
THROUGH WMC SINCE 1936! 


1936 | 1937 | 1938 | 1939 | is 


ON MARCH IST, 1936, B-C put on its first program over 


Let us show YOU how 
a test campaign can 
produce results for your 
product over WMC. 


WMC. Since that time, six days a week, B-C programs have 
constantly pushed B-C sales upward. 


Here is convincing proof of the pulling power of the 


RIGHT program in the RIGHT market over the RIGHT station. 


5,000 WATTS DAY 


MEMPHIS 
NBC RED NETWORK 


Owned and operated by 


THE COMMERCIAL APPEAL 
wy ¢ Soul 5 Greatest Vewspaper” 


National Representative: 


* 


MEMBER OF SOUTH CENTRAL QUALITY NETWORK! 


WMC—MEMPHIS 
KARK—LITTLE ROCK 


KWKH-KTBS—SHREVEPORT 
WSMB—NEW ORLEANS 


THE BRANHAM CO. 


Traffic Records 


Chicago, May 16.—Intensive and 
effective sales training not only for 
those in the traffic department but 
all other divisions of the business 
|has been the method by means of 
'which United Air Lines has built 
lup a sales volume 
| steeply to its highest point in 1939. 
| This was one of the highlights of a 
|talk by Harold Crary, vice-presi- 
dent in charge of traffic of the 
company, before the Chicago Fed- 
erated Advertising Club today. 

Mr. Crary explained that adver- 
tising, plus the 100 per cent safety 
record of air transport companies 
during the past 14 months, has done 
much to eliminate the fear of flying 
which was the chief point of sales 
resistance in the earlier phases of 
aviation development. Likewise 
costs are on a competitive basis 
with rail travel. Hence the chief 
| problem now is to get new business 
jand hold old customers through 
|effective selling by operating per- 
sonnel and all other members of 
the air transport organizations. 

“Sales shows” have been put on 
all over the system, for the benefit 
| of mechanics and all other employes, 
as well as those in the traffic de- 
partment, and two of these were 
presented today under the direction 
of Robert Johnson, director of ad- 
vertising. They presented the right 
and wrong way of selling prospects 
who are interested in flying and 
confirming their favorable opinion. 


dicated by numerous examples of 
friends won for flying through the 


| personal attentions of pilots, host- 


esses, chefs and others who have 
contact with the public. 
The United sales chief pointed to 


the belief of air transport compa- | 


nies in the future of the business 
as indicated by their increased use 
of newspaper and magazine adver- 
tising, as well as their heavier em- 
ployment of radio and direct mail. 


Newspaper advertising in general | 


was stable last year, he said, but 
air transportation § increased its 
newspaper schedules 34 per cent. 

The cooperative magazine adver- 
tising campaign of the entire indus- 
try has been successful, he reported, 
and the $300,000 expenditure pro- 
vided for the current year may be 
increased to $500,000 in the ensuing 
period. Along with this increase in 
advertising is a heavy investment 
in bigger and better planes, United 
alone having made commitments of 
$9,000,000 for improved equipment 
in 1940. 

E. R. Richer, vice-president in 
charge of advertising for Hart, 
Schaffner & Marx, the new president 


of the club, took over today from | 


Elon J. Borton, advertising manager 
of LaSalle Extension University, the 
retiring president. Mr. Borton was 
presented with a set of matched 
irons in appreciation of his fine 
work as head of the club during the 
past year. 


Manly Heads Oregon 
Chapter of Four A’s 


Merle Manly, vice-president and 
treasurer of Botsford, Constantine & 
Gardner, has been elected chairman 
of the Oregon chapter of the Four 
A’s. Vernon R. Churchill, North- 
west manager of McCann-Erickson, 
Inc., was elected vice-chairman, 
and Harold Riley Stone, Portland 
agency manager of Pacific National 
Advertising Agency, secretary- 
treasurer. 

These three officers and Showal- 
ter Lynch, of Mac Wilkins & Cole, 
and W. S. Kirkpatrick, of Kirkpat- 
rick Advertising Service, form the 
board of governors 


Blessed Heads Committee 


C. D. Blessed, president of Walker 
& Co., has been appointed chairman 
of the “On to Chicago” committee 
of the Detroit Adcraft Club in con- 
nection with the Advertising Fed- 
eration of America convention June 
23-27 


which rose | 


|form, mark a new step in the use of 
|the photo technique for outdoor ad- 


|vertising, a development just an- 
nounced by the Outdoor Photo- 
| graphic Display Corporation, 45 W 
|45th street, New York. The creators 
l|and patentees call it the “Outdoor 
| Mural-ad System.” 

Advantages claimed for the sys- 
'tem include a lifelike realism in 
pictorial copy. The copy is recessed 
and housed in a display unit of un- 
conventional design and appear- 
ance. Concealed fluorescent illumi- 
nation is used. 

Instead of the conventional pane}! 
on which copy is ordinarily posted 
or painted, a system of separate, re- 
movable, interchangeable §ste« 
panels of uniform three-foot widt) 
is provided which, when slid int 
place end to end, form a single 
panel unit. Upon these pane! 
photo-mural copy is mounted in- 
doors. Whenever it is desired t 
change copy the old copy is slid out, 
one panel at a time, and the new 
copy-bearing panels slid into thei: 
place upon horizontal tracks. Rol- 
lers are mounted on the back side 
of the panels to make the sliding 
operation easy. Copy-bearing 
panels, after use at one unit, can 
be moved to another. 


| 
j 


| Radio Personnel 


: ‘July 1 
Mr. Crary said that these graphic | 
demonstrations have worked, as in- | 
|Gregory to New York as manager 


Shift Westinghouse 


Reshuffling of executive personne! 
in connection with the termination 
of NBC management of 
Westinghouse radio stations has re- 
sulted in a shift of Sherman D. 


of NBC’s owned and operated sta- 
tions. For the past two years he 
has been general manager of Sta- 
tion KDKA, Pittsburgh. 

John A. Holman, for six years 
general manager of Stations WBZ, 
Boston, and WBZA, Springfield, has 
been appointed manager of KDKA. 
Vincent Callahan, assistant to Mr: 
Holman for the past year, has been 
named manager of WBZ and WBZA. 


| Lee B. Wailes, formerly manager of 


NBC’s managed and owner sta- 
tions, has been appointed manager 
of the Westinghouse group with 
headquarters at Philadelphia. Grif- 


|fith B. Thompson, in addition to 


serving as sales manager of Station 
KYW, Philadelphia, will serve as 
general sales manager of all West- 
inghouse stations. 


“Domestic Engineering” 
Adds Two to Staff 

Charles Ott, formerly with Fuel 
Oil Journal, has joined the New 
York staff of Domestic Engineering 
Publications, Chicago, representing 
the Domestic Engineering Catalog. 

Bruce Adams, formerly with the 
Adams Engineering Company, Chi- 
cago, has been added to the Chicago 
sales staff of Domestic Engineering 
and Domestic Engineering Catalog. 
succeeding Howard Thompson, who 
resigned to join the F. W. Dodge 
Corporation. 


Loamuuai! 


IN THE 9% RETAIL MARKET 


ESTP 


The Northwest's Leading Radio Station 


—v/Ww 
NBC 


NBC BASIC RED NETWORK 


MINNEAPOLIS 
ST. PAUL, MINN. 
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PHOTOGRAPHIC 


REVIEW OF 
THE WEEK 


to the city at a dinner at the Piedmont Driving Club. 


Jr.; and E. S. Papy, president of the chamber of commerce. 


Paul West, ANA president, proves a point to Albert Brown, advertising 


manager, Standard Brands. Next to them, Robert Alden, Mennen 
Company, and C. F. Farnham, American Stove Company (reading 
papers) find the war news exciting. In the center are G. S. McMillan, 


5 a 


The foursome at the left seems to be looking longingly at the golfers 
who have just teed off —H. M. Warren, A. H. Brust, John Meldrum 
tnd Alfred Houseman, all of National Carbon Company. In the next 
picture A. ©. Buckingham, Cluett Peabody & Co., bangs out a tune 


James M. Cox, publisher of the Atlanta Journal, was tendered a formal welcome 


Left to right: George C. 
Riggers, executive vice-president of the Journal; publisher Cox; James M. Cox, 


MAMMOTH PAINT JOB FOR STUDEBAKER PROMOTION 


ribbons per day on 50 cars. 


rent FTC case. 


ANA secretary; Wells Wilbur, General Mills; W. A. Wolff, Western 
Electric; and Thomas Young, U. S. Rubber Company. In the next 
group drug advertisers try out the grocery business: J. D. Bohan and 
O. A. Saunders, Centaur Company; Robert Brown, Bristol-Myers; and 


while Allan Preyer, Vick Chemical Company, lends the vocal accom- 
paniment. The amusement being registered in the center picture 
springs from Paul McElroy, Ethyl Gasoline Corporation, D. H. Odell, 
General Motors, and W. R. Huber, Gulf Oil Company. Next to them, 


Left, a Cities Service trio—J. J. Delaney, Elliott McEldowney and P. J. Shilling. 
Milk Sales Corporation, lingers to chat with |. W. Digges, ANA counsel, who also represents Good Housekeeping in the cur 


More than 500 Studebaker Champions, featuring victories in test runs, have already been turned out in this streamlined 
advertising-paint shop by Otto Gratzol Signs, Inc., which has 32 men producing 27,150 letters, 700 checkered flags and 100 
A combination of process and hand lettering is used, and the cars go to dealers and dis- 

tributors for promotional purposes. 


GET-TOGETHERS AT ANA SPRING CONFERENCE 


Center, J. P. Miller, vice-president, Pet 


Right, D. B. Stetler, Standard Brands advertising manager, framed in the doorway. 


PLAY AND SERIOUS WORK KEEP MEMBERS OF ASSOCIATION OF iNATIONAL ADVERTISERS BUSY AT SPRING MEETING 


John Alden, Mennen Company. At the far right are Willard Parker, 


Carleton & Hovey Company, and Ben Pollak, Richfield Oil Company. 
These pictures, plus the two at the left in the next group, and that of 
Mr. Stetler, are by Westchester County Publishers, Inc. 


H. R. Shehan, Wildroot Company, listens to a funny one told by Ben 
Duffy, Batten, Barton, Durstine & Osborn. At the right are Price 
Gilbert, Coca-Cola advertising chief, and his predecessor, Turner 
Jones, who now heads a Coca-Cola bottling plant in Maine. 


nt Allan Reeder, Carstairs Bros. Distilling Company, brought 
it "Ss agency representative, Dan Daley of Lennen & Mitchell. Next 


Ess Holmes, American Viscose Corporation; Elon Borton, LaSalle 
ensicn University; and Craw Pollock, duPont. In the third picture 


are H. W. Forster, Western Electric; Carl Ruprecht, Underwood-Elliott- 
Fisher; H. Whitman, Western Electric; J. W. Creveling, Packard Motor 
Car Company; and C. L. Saperstein, Thomas J. Lipton, Inc. At the 
right our photographer found Bob Brown of Bristol-Myers sitting for his 


caricature, while John Meldrum, Mennen Company, and A. H. Stuart, 
Hiram Walker, looked on. The conference was held at the Westchester 
Country Club, Rye, N. Y., where the ANA spring meeting has been 
held for several years. 
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IED CUSTOMERS ARE OUR BEST 


or else.. 


The story of a Book Publisher and a 
"New Method of Magazine Advertising" 


If you want to put a space salesman on the spot, ask 
him how his medium’s pulling on mail-order book 


accounts. 


Books are the “proving grounds” for advertising 
media. Book publishers know just how much each 


ad sells 


and how much each sale costs. 


We'd like you to meet one of the most practical of 


this whole breed of advertisers today. 


He publishes books for all kinds of people — from 
cookery to gardening to world history. He expects 
each and every ad to bring back actual orders. For 


those that don’t, it’s curtains... 


Of the 7 magazines he used in 1936, only 5 made his 
'gq list. Out of g in ’g7, only 5 survived. Out of 15 in 


98, only 8 made the grade. 


The figures below show how Tuts WEEK MAGAZINE 


fared during the same years. 


Now you probably don’t sell books. You probably 
don’t sell anything by mail-order. Still, this acid test 
of sales power is an interesting indication of what the 
“New Method Of Magazine Advertising” can do for 


advertisers in a wide range of fields. 


From books to breakfast foods, advertisers are taking 
to this coast-to-coast magazine that concentrates on 
the busy, big-city markets. Last year, 79 of them 
spent more money in THis WEEK than in any other 


national magazine. 
And here’s one simple reason why: 


With THis Week MAGaAzineE you cover the 25 key 
markets that do the lion’s share of America’s busi- 
ness. And you cover those markets as thoroughly as 
the next 4 national weeklies, or the top 4 women’s 


magazines, combined. 


THIS WEEK’S RECORD WITH A 
LEADING BOOK PUBLISHER 


936 . . .. . . « $2,300 
_ aaa ae eee 
938 . . . . . . . 61,625 
I939 . . . . . . . 85,808 


1940 . . . 53% ahead of ’39 
for Ist 4 months 


(PIB Figures) 
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